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‘Consumers’ Option Not to Buy’... | 


Ad Industry Duty: Keep Demand High 
and Economy Humming, Keezer Says 


‘Domination’ of Media 
by Ad Industry Calls for 
Responsibility: Potter 


New York, Oct. 18—Agency men 
attending the eastern conference 
of the American Assn. of Advertis- 
ing Agencies here today were 
treated to a 15-year vista dom- 
inated by rosy hues. 

Their glimpse into the gaudy 
future was made possible by Dex- 
ter M. Keezer, v.p. and director of 


For other news and pictures of 
the eastern Four A’s conference, 
see Pages 2, 3, 75, 85, 87 and 89. 


the McGraw-Hill department of 
economics, who declared: 

1. Today’s $8.5 billion in ad vol- 
ume “can be expected” to reach 
$14.5 billion by 1970. 

_ 2. The American economy will 
grow about 55% in the next 15 
years. . 

3. In 1970, American con- 
sumers will boast 80% more pur- 
chasing power. 

Mr. Keezer did not, however, 


allow the admen to be blinded by | 
the glitter of these figures. 

“There is also going to be,” he 
predicted, bringing everyone down 
to earth, “an increasing need of 
effective advertising. As a nation, 
we’re already so rich that con- 
sumers are under no pressure of 
immediate necessity to buy a very 
large share—perhaps as much as 
40%—of what is produced, and 
the pressure will get progressively 
less in the years ahead.” 

“But,” he continued, “if con- 
sumers exercise their option not 
to buy a large share of what is 
produced, a great depression would 
not be far behind. That fact gives 
selling and advertising new status 
as a basic economic activity.” 


@ In Mr. Keezer’s view, Ameri- 
can advertising came of age in 
1954. This was the first time “ad- 
vertising was increased, in the 
face of a decline in sales, to boost 
sales rather than being cut back 
with declining sales as it always 
had been before,” he said. 
He pointed out that volume of 
sales last year was off about 4%, 
(Continued on Page 85) 


There’s No Summer Buying Slump Amid the 
Tall Corn, Collins Tells Farm Publishers 


Cuicaco, Oct. 19—In case anyone |steller, Rickard, Gebhardt & Reed, 
wondered, there’s no summer buy- | Chicago, presented his attack on 


ing hiatus down on the farm; so, at | 
least, says D. R. Collins, who's in 
the business of selling the farm 
market. 

Mr. Collins, who is v.p. of Mar- 


Dress Changed, 
Philip Morris Now 
Alters Blend Too 


Cuicaco, Oct. 20—“Dramatic new 
ads appearing Nov. 1 will tell the 
public that it has been smoking a 
new blend of Philip Morris, as well 
as buying a new package and read- 
ing new ads,” Joseph F. Cullman 
III, exec. v.p. of Philip Morris Inc., 
told the Chicago Federated Adver- 
tising Club today. 

The new blend, Mr. Cullman 
said, is more “flavorful” and more 
“aromatic.” The change was based 
on market research findings that 
consumers prefer a more aromatic 
cigaret, he added. 

Mr. Culiman predicted that cig- 
aret sales would enjoy a 3% in- 
crease over last year, with a total 
375 billion cigarets smoked. The 
industry’s peak year, he said, was 
1952, when 394 billion were con- 
sumed. 

He detailed the trends of the cig- 
aret industry since its inception, 
particularly the development of 


Philip Morris, Marlboro and Par- 


liament. 

Between the early ’30s and the 
the early ’50s, he said, five brands 
of regular-size cigarets commanded 


(Continued on Page 8) 


the “summer hiatus” notion at the 
annual meeting of the Agricultural 
Publishers Assn. He used his na- 
tive Iowa.as a case in point. 

As measured by sales tax pay- 
ments there in 1954, the biggest 
buying quarter for six major prod- 
uct groups was the autumn quar- 
ter. Ranking next to it was the 
summer (July-Aug.-Sept.) quar- 
ter, while the least buying was 
done in the winter quarter (Jan.- 
Feb.-March). 


® By products, the summer quar- 
ter ranked this way among the 
four seasons as a big-spending pe- 
riod: Food (2nd); apparel (3rd); 
general merchandise (3rd); furni- 
ture, fixtures and equipment (3rd); 
motor vehicles (4th); lumber and 
building materials (1st). 

Mr. Collins found the big food 
sales tax figures in the summer 
months especially surprising. 

“For years all of us have known 
that farmers do not buy many food 
products in the summer months,” 
he told the farm publishers. “With 
a garden on every farm it has been 
assumed that much of farm food 
originated on the farm.” 

Mr. Collins found the same pat- 
tern in a check of five representa- 
tive agricultural counties in Iowa 
—none of which contained a town 
of more than 6,000 population. In 
all five of the counties the summer 
quarter ranked second or third as 
a retail buying period, with the 
winter quarter in last place in each 
case. 


® In sum, said Mr. Collins, “Buy- 
ing in the Iowa farm market may 
be seasonal, but the low season is 


(Continued on Page 8) 
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Vou too, can ater up the crowd with 


ESQUIRE SOCKS 


STIRRUP ‘ESCAPE’—This ad will run in 
Daily News Record for Nov. 9 to 
tell retail executives about new de- 
velopments at Esquire Socks—a 
new self-service package, complete 
line of hose emphasizing fashion 
colors, and in-store promotions. 
Ideas for Industry put together the 
ad series, using French cartoonist 
Andre Francois. The ad offers re- 
prints suitable for framing. 


People Buy for 
‘Complicated’ 
Reasons: Politz 


Boston, Oct. 18—Continuing his 
debate with motivation research- 
ers, Alfred Politz, president of Al- 
fred Politz Research, said today 
that marketing success and the 
progress of productive consumer 
research have been damaged con- 
siderably by the “false” assump- 
tion that there is a single or major 
reason why people buy. 

Mr. Politz told the Boston Con- 
ference on Distribution what he 
has told other meetings recently— 
that there is “a very complicated 
set of psychological and mechani- 

(Continued on Page 85) 


‘Stop Feuding and Get Together, 


‘Strife’ Is Hurting the 
Business Paper Medium, 
ANA’s Gerbic Tells ABC 


(Other news of the Audit Bureau 
meeting on Page 8) 

Cuicaco, Oct. 20—Edward Ger- 
bic, v.p. of Johnson & Johnson and 
chairman of the Assn. of National 
Advertisers, created something of 
a stir at the annual Audit Bureau 
of Circulations meeting today by 
bringing up the matter of “strife 
within the field of business pa- 
pers.” 

This was symbolized, he said, by 
the existence of two separate au- 
diting groups for business papers— 
ABC and the Business Publications 
Audit. Specifically, Mr. Gerbic 
asked ABC for an analysis of its 
business paper members’ unpaid 
circulation, “by types of recipient.” 

But, Mr. Gerbic went further. 
Speaking very much as an ANA 
official, he asked that the “paid” 
and “unpaid” business paper 


the advertiser’s greater conveni- 
ence, but also for their own good 
as a single medium. 


® The ANA chairman granted that 
“business paper publishers are 
concerned about competition from 
some consumer magazines’”—pre- 
sumably a reference to complaints 
about the ABC-member “executive 
books” carrying more and more 
industrial advertising. 

But he still found it “a pity” 
that business papers should “divide 
their efforts between two groups.” 

Mr. Gerbic also presented this 
list of ways in which “national ad- 
vertisers think ABC reports could 
fulfill their function better”: 

1. Mandatory reporting of sub- 
scription renewal rates. 

2. Information on the number of 
subscribers obtained through var- 
ious special offers. 

3. Information on net revenues 
per subscription. 

4. Metropolitan area summaries 

(Continued on Page 89) 


Last Minute News Flashes 


Manhattan Shirt Hunts New Agency 

New York, Oct. 21—Manhattan Shirt Co., after ten years with 
Kenyon & Eckhardt, is embarking on a search for a new agency to 
handle its $800,000 account. Manhattan reportedly has retained John 


Orr Young to sereen some dozen 
few weeks. 


agencies, with a decision due in a 


McCormick Spice Account Goes to LEN 


New York, Oct. 21—McCormick & Co., Baltimore, has appointed 
Lennen & Newell to handle advertising for its line of spices, extracts, 
tea and other products, effective Jan. 1. Beaumont & Hohman, Chicago, 


is the present agency. 


Portable Electric Names Marvin Gordon 

Cuicaco, Oct. 21—Portable Electric Tools Inc. has named Marvin 
Gordon & Associates, Chicago, to handle its advertising, effective Jan. 
1. The account previously was handled by Erwin, Wasey & Co., Chi- 
cago. Portable reportedly bills about $200,000. 


Consent Decree Issued in GOA Anti-Trust Suit 


Cuicaco, Oct. 21—The five-year-old anti-trust suit against General 
Outdoor Advertising Co. ended here today with a consent decree in 


federal district court. It was ruled 


that GOA must dispose of 50% of 


its holdings in plants in cities of 50,000 or more where there is no ef- 

fective competition, and that only one member of GOA may serve on 

the board of directors of Outdoor Advertising Inc., Chicago. 
(Additional News Flashes on Page 89) 


groups get together, not only for|“ 


Business Publication Groups Told 


‘Drop Petty Feuds If You 
Want to Be Prosperous,’ 
Gallagher Advises NBP 


New York, Oct. 19—“Stop feud- 
ing about paid vs. unpaid circula- 
tion and get together on problems 
that need solving in the business 
paper field,” Bernard P. Gallagher, 
magazine expert and publisher of 
“The Gallagher Report,” told 
members of National Business 
Publications yesterday. 

Business paper publishers, if 
they intend to make profits in the 
prosperous future ahead, Mr. Gal- 
lagher said, “will have to drop ex- 
isting petty feuds and work to- 
gether more closely to solve mutual 
problems.” 

Mr. Gallagher called the paid vs. 
unpaid hassle “a divisive, archaic, 
meaningless selling tactic designed 
only to confuse the agency space 
buyer and befuddle the busiriess 
magazine advertiser. 

“I have no intention,” he said, 
of promoting unpaid magazines 
over paid publications, or vice ver- 
sa. The business magazine field is 
broad and lucrative and varied. 
The field is big enough for both 
paid and unpaid publications.” 


® Asking “Why don’t you guys get 
together?”, Mr. Gallagher said that 
he did not mean a merger of Na- 
tional Business Publications and 
Associated Business Publications 
but “cooperative action in areas 
where there are logical reasons for 
such action.” 

Emphasizing that the paid vs. 
unpaid controversy “has been 
overplayed and is a dead duck,” 
Mr. Gallagher pointed out that 

(Continued on Page 4) 


Newsprint Price 
Rise of $5 a Ton 
Elicits Hue & Cry 


New York, Oct. 20—Metropoli- 
tan newspapers cried in anguish. 
There was a threat of a congres- 
sional investigation. The American 
Newspaper Publishers Assn. issued 
a statement bristling with outrage. 

Nevertheless, St. Lawrence Pa- 
per Corp., a major Canadian news- 
print producer, this week an- 
nounced a price increase of $5 a 
ton effective Nov. 1. The company 
may have earned the leader’s spot 
in a threatened parade of price in- 
creases for newsprint. 

The consensus in the local paper 
market is that all the big mills will 
raise contract prices from the cur- 
rent $126 a ton to $131 a ton by 
Jan. 1. 

The last increase in the price of 
newsprint was made in June, ’52, 
with a hike of $10 a ton raising the 
price here to $126 delivered. 

The price rise announced this 
week could hardly be called unex- 
pected (AA in July reported the 
likelihood of higher newsprint 
prices), but the hike has certainly 

(Continued on Page 89) 
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After 30 Years of ‘Retirement’... 


Ellises Solve Agencies’ How-to-Do-It 
Queries with Do-It-Yourself Advice 


By James V. O’Gara 
Westport, CONN., Oct. 20—This 
is a kind of interim report on Lynn 


business 30 years ago and is still 
going strong, at 73, with a con- 
sulting shop in this semi-rural ex- 
tension of Madison Ave. 

Lean and wrinkled and alert, the 
onetime v.p. of McCann-Erickson 
strides about a big, sparsely fur- 
nished house, talking, talking, talk- 
ing Agency Management—with 
capital A and a capital M. 

“There is no glamor in manage- 
ment,” he says, removing a pipe, 
and, for emphasis, wrinkling up 
his face so his eyes are nearly 
closed. “It is dull, deadly, plugging 
routine; something you have to do 
in the agency business if you are 
going to make any money at all. 

“The real headaches in agency 
management start when the big- 
gest jump is made—from a 10-man 
to a 30-man operation. It’s a 
godawful change from everybody 
doing what he pleases to everybody 
doing things in a logical way. 


sw “Unless they do things logically 
the agency grows in size, but not 
in type. It stays a happy family 
of songbirds. There are lots of 
30-man agencies that are really 
collections of one-man agencies 
under one roof.” 

Sinee leaving McCann and New 


‘Confidential’ Gets 
OK to Mail Issues 
from Post Office 


WaAsnHIncTon, Oct. 19—An incip- 
ient dispute over the government’s 
right to pre-censor periodicals be- 
fore they go through the mail 
evaporated today when the Post 
Office Department notified the 
postmaster of Mount Morris, Ill. 
that it has reviewed the January 
issue of Confidential and found 
nothing that violates postal laws. 

The issue welled up early this 
month when Confidential told the 
federal district court here that the 
Post Office was threatening to 
withhold its magazine from de- 
livery unless copies of the next 
issue are submitted for review. 
Following a hearing before Judge 
Luther Youngdahl, the Post Office 
agreed to withdraw instructions 
which had already been issued to 
block delivery of the magazine. At 
the same time, Confidential agreed 
to submit a copy of its January 
issue in advance of mailing. 

At the time the original instruc- 
tion was issued the Post Office 
said it had received complaints 
about Confidential. The depart- 
ment took the position that it has 


(Continued on Page 91) 


|York (“which I never liked any- 
way’), Ellis and his wife, Mary B., 
jhave called No. 75 Thomas Rd. 
Ellis, who retired from the agency 


here their home and their work- 
shop. They’re consultants together. 

Husband Lynn takes care of 
what he calls “the consulting 
wing” of the house. Mary B. 
spends much of her time getting 
out the semi-monthly “Agency 
Questions & Answers.” These are 
“short, pithy answers to queries 
from members. or _ subscribers 
which are of probable interest to a 
fair number of others.” The an- 
swers are coded for a management 
file or handbook. 

Lynn estimates that he devotes 
“about 55 hours a month to edi- 
torial work on ‘AQA’ as an ‘as- 
sistant.’” But the rest of his time 
is spent consulting and coaching. 
Some of this is accomplished by 
, telephone; much of it gets done by 
recorded confabs. 


® If personal help is not asked, 
Lynn sometimes substitutes photo- 
copies of agency problems and an- 
swers which he keeps in his “man- 
agement museum.” 

Mr. Ellis’ consulting ($15 for 30 
minutes) personally serves Ellis 
Plan Foundation members only. 
His end of the house, he declares, 
is “better skipped until after quite 
some homework on what the other 
wing offers at a much lower scale.” 

Ellis Plan Foundation member- 
ship is limited to owners, partners, 
officers or managers and senior 
key men of agencies. Dues are $30 
a year. Membership includes the 
right to ask an unlimited number 
of questions, so long as they’re 
about management. 

Questions “apt to apply to at 
least 5% of total membership are 
answered in ‘AQA,’ usually not 
over six weeks later.” Advance an- 
swers cost $6. 

The Ellises have enough agency 
key men visiting their home in 
search of help that they now sup- 
ply a two-page set of directions on 
how to get there. It also includes 


(Continued on Page 74) 
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Parkay @preads smoothly 
even when ice cold! 


KRAETS PARKAY [AARGARINE BRINGS YOU THIS EXCITING OFFER! 


OLEO OFFER—Kraft Foods Co. will 


run this Parkay ad in the Miami 


Daily News Nov. 17—the first four-color ad to run in the daily 
b&w comics pages (AA, Sept. 26). 


Offset Personnel Turnover by Putting 
‘Brand Strategy’ on Paper: Fleming 


New York, Oct. 18—The im- 
portance of a written, all-inclusive 
plan, stating—for both the client 
and the agency—the basic strategy 
and goals behind the marketing of 
a product was. stressed yesterday 
by C. James Fleming Jr., senior 
v.p. of Compton Advertising. 

Mr. Fleming, talking to the ac- 
count management group of the 


Eastern 4 A’s Meeting 


eastern annual conference of the 
American Assn. of Advertising 
Agencies, pointed out that Apver- 
TISING AGE reported that the top 25 
agencies had acquired 129 new ac- 
counts and lost 85 in 1954. In the 
first half of 1955, he said, the same 
agencies had gained 77 and lost 23. 
In an 18-month period, the top 25 
agencies had turned over 314 ad- 
vertising accounts. 

“If only the top agencies have 
reported a turnover figure of 314 
advertising accounts... what must 
this figure be for all advertising 
agencies in the country?” he asked. 

Mr. Fleming thinks the solution 
lies in what Compton calls a 


Discount Isn't Enough; 


Cuicaco, Oct. 19—For dreaming | 
up mad merchandising schemes_ 
there aren’t many around quite 
like Sol Polk, the president of Polk 
Bros., the discount house-type re- 
tailing operation here. 

He has given away a huge vari- 
ety of practical items such as $20 
men’s hats, family-size Cokes and 
Christmas trees, but these give- 
aways always have been attached 
to particular product promotions. 

This time, the giveaway is clear 


~——a box of about 50 large delicious 


Erickson 
NEW OFFICERS—Shown are the new officers of the Detroit chapter of 
the American Assn. of Newspaper Representatives. John H. Baker 
Jr., Chicago Daily News, was elected president; W. E. Anderman 
Jr., Hearst Advertising Service, treasurer; Robert Erickson, Moloney, 


Anderman 


Regan & Schmitt, v.p.; Charles A. 


Baker Miller Jobson 


Miller, who is past president, and- 


Robert A. Jobson, O’Mara & Ormsbee, directors. Not in this picture 
is E. S. Stagg, Kelly-Smith Co., who was elected secretary. 


Polk Gives Apples to 


Encourage Adams, Eves to Buy Appliances 


apples, straight from the orchards 
of Washington, with every pur- 
chase of more than $5. 

And he’s not only giving the ap- 
ples to his customers, whom he 
calls “the apple of his eye,” but to 
everyone within sending distance. 
A truckload to a local tv station, 
for instance. 

Mr. Polk has had this idea for 
about a year. He likes apples. He 
thinks they are the most typical of 
American foods. And he has long 
been impressed with Leo Burnett’s 
apple gimmick, as well as the habit 
of a local banker who has been 
giving apples as gifts for years. 


® So he went out to Washington 
and made a deal with the Washing- 
ton State Apple Commission. Mr. 
Polk isn’t saying exactly how much 
he will pay for the 20,000 boxes he 
will give away in his stores, but he 
is giving the Commission a whale 
of a lot of publicity. 

For instance, he is putting up 
150 outdoor signs in the Chicago 
area telling the Washington State 
Apple Commission story. The only 
space on the board he takes for 
himself is the Polk logo in one 
corner. 

And he instigated the showing of 
a color film on Washington State 
apples in a non-sponsored slot on 
NBC Sunday night. — 


(Continued on Page 39) 


Brand Strategy. The Brand Strat- 
egy contains (1) a summary of all 
pertinent facts, (2) a statement of 
opportunities for the product or 
service gleaned from the facts, (3) 
an immediate plan of action—say 
for the first year, and (4) a future 
plan of action—say for the next 
five years. 


ws The summary of facts should 
include, Mr. Fleming believes, a 
statement of the product’s attri- 
butes and effects, package design, 
sizes and pricing, with similar ma- 
terial about competition. It should 
cover the market, broken down as 
thoroughly as possible, as well as 
market share trends and distribu- 
tion. It also should include a sales 
and advertising and promotion 
history, with ratios between sales 
and advertising expenditures and 
estimates of the competition’s situ- 
ation. 

The important thing, Mr. Flem- 
ing emphasized, is that these facts 
are “mutually agreed upon facts” 
by agency and client. This saves a 
good deal of time in getting the 
facts all over again. It saves, “why 
didn’t you tell me that earlier?” 
arguments. It puts clients and 
agencies on the same footing in re- 
gard to other parts of the brand 
strategy. 

In listing objectives, he said, he 
thinks it is important they be 
ranked in 1-2-3 order, with ex- 
planations as to why an opportu- 
nity is given a primary or secon- 
dary classification. This will save 
looking for memos later on. 


sw Into the immediate strategy go 
these factors: Planned sales vol- 
ume, available dollars for adver- 
tising and promotion, and defini- 
tion of best and most profitable 


(Continued on Page 91) 


DR. C. DORSEY FORREST, for the past 
\five years professor of marketing 
and advertising at Indiana Univer- 
sity, has been named director of 
marketing and research of Hicks & 
Greist, New York, 
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61 Dailies Take 
Weekday Color Ads 


on Comics Pages 


CHIcAGo, Oct. 20—Use of full- 
color half page advertising on 
weekday newspaper comics pages 
was reported this week to have 
gained a new adherent. Procter & 
Gamble will test the new medium 
in seven or eight newspapers in the 
Southwest, for Crisco, it was re- 
ported, as the total number of 
newspapers accepting the color 
comics page copy expanded to 61. 

Kraft was the first to use the 
new newspaper space, contracting 
for a campaign in the Miami Daily 
News (AA, Sept. 5, 26), and half 
a dozen other advertisers are re- 
ported to be giving the unit serious 
consideration. 


= The development of a half-page 
r.o.p. color position on newspaper 
daily comics pages stems from ad- 
dition of this unit to space sizes 
sold by Metro and Puck and the 
realization that mats made for 
these supplements could be used 
in r.o.p. color ads in other newspa- 
pers without requiring additional 
production costs. 

In September the Miami Daily 
News borrowed some four-color 
mats from Tatham-Laird and Gen- 
eral Mills (for Trix cereal) and 
ran off a vertical half page in color 
on its comics page. Some 2,000 
copies were distributed to newspa- 
per representatives and other 
newspapers. Newspaper represent- 
atives, through their national as- 
sociation and the various local 
chapters, took the project under 
their wing and urged their member 
newspapers to go along. 


® As a result, there are now 61 
newspapers in various parts of the 
country which will accept r.o.p. 
vertical units on daily comics 
pages, guaranteeing position with- 
out position charge in most in- 
stances. Thirteen of these 61 papers 
can accept only black and one- 
color copy at present, but the re- 
maining 48 are able to accept any- 
thing up to four colors. Cincinnati, 
Denver, Houston, Indianapolis, 
Jersey City, Miami, New Orleans, 
Newark, Norfolk, Salt Lake City, 
San Antonio, San Francisco,. St. 
Paul, Washington, D.C., are among 
the larger cities in which one or 
more newspapers are now accept- 
ing r.o.p. comics page color. 

Space is sold individually by 
each newspaper, in the same way 
that other space is sold. The office 
of the Newspaper Representatives 
Assn. of Chicago is acting as an 
informal clearing house to main- 
tain a list of newspapers which ac- 
cept the color copy. 


‘Commuter’ Debuts Oct. 25 

The Commuter, a_ bi-monthly 
magazine “to entertain, edify and 
serve as the voice of commuters,” 
will debut Oct. 25 on railroad 
newsstands in the New York area. 
The entire 24-page issue is set in 
12-point Century type for easy 
reading on trains, and is offset 


gis > | printed in standard 8%4”x1114" size. 


The first issue is adless, but an ad- 


*|vertising rate card is being pre- 


pared for future issues. To be pub- 
lished by Commuters Inc., New 
Canaan, Conn., in November, Jan- 
uary, March and May, it will sell 
for 25¢ at newsstands, $1 for a 
year’s subscription. 


Perry Succeeds Paul] Fish 

KLBJ-TV, Henderson-Las Ve- 
gas, Nev., has appointed Les Perry 
to its sales staff, succeeding the 
late Paul R. Fish. Mr. Perry for- 
merly published Las Vegas and 
Your Host, tourist magazines. Mr. 
Fish, an account executive for the 
station, had represented Sports 
Afield and was advertising direc- 
tor of Hunting & Fishing before 
joining KLBJ-TV. 


: de ier ar. SiMe ce Cee eeereeier = veo 
or ; fate sie oF Ss oe ae ek iat Be AAS 

o Sagi: BaP Bor cS are meer xa Ree te Es ehh ek: - Snape Rays oe” 25 > Tok tae ee ead 2 Sp Vit bets ae fg Aa oy he X MW segs. 2 Pre, a Fagot : e: 

nal S39 > es F 4 yay ' as i Ay a , 7) oh ge he oN gus ae & i? f= ’ a. egien bee aie hd rele lS oy, eee eee oS ee Ree aes -e 

yy 4 Pe ws s AS oe ns Ty) Fl Py , ee se : They Rd ee; Fe tipes sy Par? Lyte ie ee - i, eM: 

. “ds RS f n : : J j oF ks yh gf! é 4 oy j “ d [: Mi eitts PO I a nye * 4 a 
oS . 
“a, 

a te 
MD ase 
Mg " Bete Se pe ie peien eS Se as Beers, Sei cite: ee Re eae ee ee 
a oe ee 
is . ——— POPS FF LVR $ APY ; ie & eX Ae 
;, GG ie be NI E Behe 
: Ses AM? aT LE99 tdAa PRAOE e te ® 
= se? # s of ¥. we: , ws = : "a 
Ba, ee i a : a 
7, a — ae oe . = pa ER oy Sagi “Ee yo ome a8 
:  & as Pie eas SS” a a eee ee ee. bag J Pr eae SxS SS Ag Dg ae 
: ey. ae sa, cms fa SS Ge ag 5 a = i. ~~ 
Sony 2 fe ee ‘ aie Oe St ee BRS EONS RS ee Ae ee, : 
i ‘ _ eee Sa ll 
= 4 os Ao Rly. : we * ee 3 A 
‘i : Se iii Mag ea ed 
ei ‘ee ; re ; <> ia 
!  «< ) & 
Siete = , rowers woos: 
on i ste Siiom sTreres soee: eee. -- , 
eres | ee & sew oe shan, Renae itt eons re 
| 
a 7 | Pe fash AF RES OSE AT, BRE PN a Bek on Rae ORS RG 
te / BL , ¢ \. i if Ga :  GAMY TE VE? ‘ : 
a i SN fe Ree, eae pa ee ee PRET ee FS OCR. ad 5 i 
° 4 - one ae s 
7 es = ES a 
alla site asamiiains ns say: ill — 
Bes. City Thee pute. Tee hee rome oncstany teary le dwar conse [he Neccagtht be oa 
- se yee ty Sond Parcer Mangere Thcyh seers serccqeomet week Joke KRarrs | x % 
‘y =; Rcteat Pomme, Monet wade (cating yom cham haston, melting oo ve é, Bo 
. = % And Giant feege Firat Packay givee pew year deer of Bes, Cre cee : 
ms ‘ ss man ms = pee arte wptiw — nemctlins BO eee Poco I ry “By Segre a 
Qt 4 Modet mente yione Bech type of agleme ait pealiente | Pia Se ees Sores den qeeilinn waerpeatin ene hey seam wegen esere 
et i ; cme Teceerng dui Bath mame on hot en ot ot = ooo ; wainaileny thaae ans vatten beicad, Why” Gewmany cums wien 
: BE teas. Ted axe Calitedeeed Pork aeccted te wal of che : Gbss Do: nN NAGE finece Slee VaRiger york otecese ape timectis 
4 3 > 4 et et. ee Chas Teraeeeds Neecewh Kinds, Sines. "en seine Meera 
; _ | Cateed terse Fetag Logeonuny Fae j pee e tens eee eieieononne Recor stactingr em ferwamh oot sanguine 
ae Babess or fs cating, Che Parkas eo: > aaeb atker youy dover, 
Poe | a Raremcey Wwe Hgts ne 6: ‘ 
+. | _ a : 
. ” 
a 
ws 
‘ Sse 
Se ] 
at: 
ge 
4 
< 
4 
is | 
ie 
7 
s 
TA 
4 F 
e 
a mn ee 
| 
Svat | 
pi 
calle | 
as SO A a a an 
Son Ss 
rae | 
oak 
. 
at 
- a 
re , 
aa 
g 
| 
& 
a 
aoe 
ve 
a ag 
a 
pas. 
a 
maa: 
7 
yy 
‘ 
ie ee 
Ne | 
ES... 
he 
as | 
pit 
aioe ’ 
ee. | 
ong 
ssid ‘ 
roe, ; 
ent. j 
Ps: 
Sn a ’ 
ne 
a oe 
Ps 
Z 
a 
was 4 
; q 
nae | 
que 
pe 
oo .. 
ae 
aawtiet 
ON 
“es ae amma - Rio ig 
; ‘ + 4d * ‘ Meee © i ? ag } ‘ * el Pass 
igi tie : n ss ‘ oe ; 
* zs - I 
= > - - 4 Y 
= : | isi a ee 
: i itt | 
f : » | . 
; " ™ — Sas 
; as 7 ‘ ; 
. ‘ = i ee. F , ; 
sit Dy ce P de i | 
sat J , 4 4 / 
apie, es “a & . 4, d * y 
‘ ; ‘ ‘ ; F 
| "ee “< 
a ) Marae m ime gs 
aS i ae aN a AN A - = ' es fa 
yd a jae tea iy ie = oF c 4 7 
ee ie | = ae ae » rea 
<i. 4 y ae — -— = 2 ae ‘a = ea on ee <a * ee Om % ae 
i teh ai! qe a a an ‘ ve # 
Pe tas - rh sees on tee ee we! bitin iene ek ars os 4 § | 
bf wi . nae uM aa = hee Be Ripe cor pee © ime | 
Pa i i 9 A 5 jel lla ian, Fai Reaalae 4 P 
Ew ‘i pate aw the sae , oot ieee f ’ ; ce 
ee = ; - re 
, ee y 
aoe 
pene : 
aie. th : a ire a ye F = a z J Ry ‘ ne i Fern ; an} i : ‘ ¥ F : ’ 
Pe es Be he alg EP SORE EOL! ES ae gaa, Ser PERS Ok Fok heme aegeme EON ath 5 I Ve etd Rk ee ee see . i Rey tN, oN ee eer Bad Weer 1) cin we as oe Eeatte Bs a spr Se ee i ny he So ey PES aes j 
RSS Ee gE IN BE Pc TERR BED ON OTE ES Oar oe Tee gt ye tee ea be aS 5 Teme, Cie See a a et SOCReS Joke Er gees Sane AAS FSS Pate Se a ne, Re OE EN oe oe re eee aR RN > grea TST Pt TSG ee oe aa 5 
shah Spt ee ania een A RUM s po a tgbe t Gm eERS |“: Ore ACK th’ Sane ORR RN OSE (eR eas ANY owtg TS Reman oR alee cn ae cag CS Tt lag Rae aN as 
niece ai 2k Aaa 2 in ae PIS coe ieee ot Me tated ame i RRS Uma ame ® ALEC do garemuapevaets (ty: AMARA cee a tk MRSRae oe aki'4R ate Sheen Bahasa he ce TSS ciate a 
hea tees ty.) Sg ny Ly Spat Gods Si 22 Bis the oe \ ely oe ieee ON BU Fags 2 SV Aw ign ad Oe Te Nee EEE: a MIS SOs Fe ad Pe Sa ; RI Es di gil to hoe cg aa aha ae prea eae 5 Reyes Sharer sm roe bc ind hac aM TS AE. 
Nia 56 Sapene toes Cer er ame SUPP RR Ria ee Ses ek od Sie yale a) eng 4 eee Mg nie Suen, Te a ML Ne Wee eer te ane Ba ge ipa ees ge Pa ey ee ee Te ge PES eg eae 4g SF By rang iy boc ae ame he 
sare teae® © 2Aa° No eiEes Cagis sh WE ete oe 8 Ge amon ee gi ke ee Oe ee ee ap eo Cpu entelin on ee eee bate et ame ; tan, ee * SoA si a oe theta Oe Gree ee eae al 2 Lip ea SR LR ee SO eee en Pe pattie 
baer > P28 MO eae cae Dk woe ee on BEEP Bad REY a POOR ET Ie Gon th ee aE ts a See, pha Th ee ot Ne Bee SS se ae Pa abe ee a eee: PAR Re OR OE 5 See Sey ve: Bop MS [A iy Be, soe Pag tae dt Sa 
ems i so hSng sce Sa ana gee A SS A gat ik eo RR pe ok I ats eh Bee Seige AER Pace 9 Rate LS PR NER EMC Ene ee 
Te tabs, er ee oe ey Ae ee De Ps an oe POR oe + 6 leek . = Se erkce 0 ted ee ee ae Oe ae aa POLE, oe EO ee ee ke fee Se ee Bere! By Ok NE by tae ee a Pee en foe Oe ee Rh 


RES oe 


ee esas «| es ee aes ond Jnmean Se - 
ree ph cp AS ay ain } Tages Sie g22bL une aero 


a sola) sf oan ’ a y case 


Advertising Age, October 24, 1955 


Halle Bros. Ad 
Tops Cleveland 
Directors’ Show 


CLEVELAND, Oct. 19—A newspa- 
per advertisement with a touch of 
Paris in its art work captured best- 
in-show honors in the Cleveland 
Art Directors’ seventh annual ex- 
hibition. 

The wash and line work, adver- 
tising high fashion women’s wear, 
was produced with Mrs. Polly 
Gaul, art director, and Miss Lee 
Kolozsi, artist, for Halle Bros. Co., 
a department store. It ran full- 
page in the Cleveland News and 
the Cleveland Plain Dealer last 
February. 

Showing horse-drawn cabs, a 
Parisian kiosk and a title “Red, 
White and Blue” in colors, the ad 
was cited “for achieving a maxi- 
mum of atmosphere and suggestion 
with a minimum of effort.” 

Chief among the winners, Clark 
L. Robinson, Fuller & Smith & 
Ross, took six firsts among the 
840 entries judged by Carl Lins, 
art director, Young & Rubicam, and 
Austin Briggs, free lance illustra- 
tor, They named Mrs. Gaul’s fash- 
ion pieces as also best in retail 
newspaper advertising, one of 25 
contest categories. 


® Speaking at the awards lunch- 
eon, Leo Lionni, art director of 
Fortune, called upon all commer- 
cial artists—from architects to ty- 
pographers—to serve consumers a 
bigger and better slice of western 
culture. 

“All those who give shape and 
color to our man-made world will 
find in our westefn tradition the 


(Continued on Page 90) 


Dr. Gardner Tells 
Advertisers: ‘Woo 
Mrs. Middle Majority’ 


Cuicaco, Oct. 19—“Mrs. Middle 
Majority—the Darling of the Ad- 
vertiser” was thoroughly exam- 
ined—who she is, how she thinks 
and acts and why she is important 
to advertisers—by Dr. Burleigh B. 
Gardner, executive director of So- 
cial Research, at a meeting of the 
Women’s Advertising Club here. 

Describing her, according to stud- 
ies of social class stratified society, 
as belonging to the lower mid- 
dle class and upper lower class, 
Dr. Gardner said this great middle 
majority class comprises about 
65% of the population of the U. S. 

This group is so very important 
to advertisers, he said, because 
they are the backbone of any mass 
market; the upper and upper mid- 
dle classes are too small, and the 
lower class too unstable to support 
the mass market advertiser. 


se Among her important character- 
istics, according to Dr. Gardner, 
are (1) high moral sense of re- 
sponsibility to home, the center 
post about which the family hangs; 
(2) living in a somewhat limited 
world, bound by home and family, 
and slightly timid in the outer 
world; (3) little interest in civic 
work, theater and such publica- 
tions as The New Yorker; (4) lis- 
tens to soap operas; (5) prone to 
fall into accepted pattern of con- 
formity and does not need to feel 
individuality. 

And very important, Dr. Gard- 
ner said, is the fact that she con- 
trols the spending of the group. 

“Advertisers should be and are 
concerned in reaching these wom- 
en in their ads,” Dr. Gardner said, 
but he asserted that too often the 
agency people who prepare the 
ads “talk to themselves in their 
ads, rather than to this group.” 


" Echler 


Grieves 


Beers Worner 


GIANT BRAIN—The Census Bureau’s new electronic computing ma- 
chine swings into action tabulating the first results of the 1954 cen- 
sus of business. At work are Clydia Beers, programmer; Maxine O. 
Warner, console operator, A. Ross Echler, deputy director of the 
bureau; Howard Grieves, assistant director for economic statistics, 
and Harvey Kailen, chief of the bureau’s business division. 


Kailen 


Four A’s Audience Gets Choice: Motivation 


Research Is ‘Misunderstood’ or ‘Gimmicky’ 
New York, Oct. 19—Motivation | frices.” 


research was in the spotlight today 
at the Four A’s research session. 
Herta Herzog, director of crea- 
tive research for McCann-Erickson, 
told the group that in the past 
three years motivation research 


Eastern 4 A’s Meeting 


had been “discovered, discussed 
and misunderstood.” 

Dr. Herzog indicated that “psy- 
chological research” might be a 
clearer name. She said it had con- 
tributed new research tools to the 
study of marketing problems. It 
has, for example, proved useful in 
changing advertising arguments 
over a period of time, she said. 
Some years ago, Dr. Herzog re- 
ported, a majority of people felt 
that dental health depended on 
tooth brushing and the dentist, 
rather than the brand of dentifrice. 

Today, she asserted, interest in 
dentifrices is no longer “confined 
to the hypochondriac,” because 
product development and intensive 
promotion have induced “several 
types of consumers to expect some 
health assurance from their denti- 


‘being pushed who would like to 


Ben Gedalecia, director of re- 
search, Batten, Barton, Durstine & 
Osborn, explained how motivation 
research fits into an agency’s re- 
search program. He said motiva- 
tion research has become contro- 
versial because it seemed to offer 
the final definitive answer and has 
suffered from implied over-prom- 
ise. This has resulted, he said, from 
“those lobbying for the new tech- 
niques” who have. pushed their 
claims too hard, and from those 


believe in such a formula. 


® John Dollard, professor of psy- 
chology at Yale, remarked in a 
gently sarcastic speech that some 
motivation research had been gim- 
micky and that there had been a 
repackaging of familiar techniques. 
Those who promise advertisers “a 
mild form of omnipotence are well- 
received,” he said. Nevertheless, 
Mr. Dollard told his audience, 
motivation research is not a fad 
and will not disappear, if adver- 
tisers and agencies are willing to 
work at improving its performance. 

On the other hand, Mr. Dollard 

(Continued on Page 86) 


Negro Progress Spells Success for 
‘Ebony -Mirror of the ‘Bright Side’ 


10-Year-Old Picture 
Magazine Points Toward 
an ‘Integrated’ Market 


Cuicaco, Oct. 19—“Marching 
forward into future of unlimited 
possibilities, typical Negro family 
beams with hope and confidence.” 

If this caption for a full-page 
magazine photo seems to be laying 
it on a trifle, at any rate it is no 
outsider’s easy optimism. For pho- 
to and caption serve as anniver- 
sary frontispiece for the world’s 


largest Negro magazine—Ebony, 
which brought out its first issue 
ten years ago last week. 

The huge special audience which 
will buy 500,000 copies of Ebony’s 
anniversary (November) issue will 
undoubtedly find the book more 
than usually lyrical about possi- 
bilities for the Negro—but only 
as a matter of degree. For Ebony 
is like that. 


® Well known as the picture mag- 


azine of the Negro market, it has | 
(Continued on Page 48) 


‘54 Ad Costs Averaged 


$20.34 per Auto Sold 


Fourth Annual Study 
by Ad Age Compares 
Sales and Advertising 


Cuicaco, Oct. 18—The automo- 
bile industry boosted its advertis- 
ing budgets 11.5% over 1953 last 
year, but car sales were down 3.6% 
and the ad cost per car consequent- 
ly was up 15.6%. 

This was revealed in ADVERTIS- 
ING AGE’s fourth annual study of 
the relationship between the sales 
of automobiles ard the amount of 
advertising spent to sell the cars. 

According to calculations based 
on available data on the manu- 
facturers’ advertising and sales, it 
cost an average of $20.34 last year 
to sell one car. This compares with 
$17.59 per car spent in advertising 
by the industry as a whole in 1953. 

During 1954 the industry spent 
$112,046,079 in advertising in meas- 
ured media, and sold 5,507,436 
cars. In 1953 it spent $100,491,268 
in advertising and sold 5,711,577 
cars. 


® In considering these data, the 
reader should keep in mind that 
while car sales figures are com- 
plete—since they are based on new 


Ac‘cent's ‘56 Push 
Accents Print Ads, 
Match Folder Offer 


Cuicaco, Oct. 18—A continuous 
small-space advertising program 
has been started by Ac’cent Inter- 
national. The food seasoning pro- 
ducer plans the ads to run through 
1956. 

The schedule calls for insertions 
in Family Weekly, New York News 
Sunday supplement; Parade; The 
American Weekly and This Week 
Magazine. 

Twice-yearly merchandising 
promotions will use four-color ads 
in Good Housekeeping, Ladies’ 
Home Journal, McCall’s and The 
Saturday Evening Post. The cur- 
rent fall promotion features “Veg- 
etables and Ac’cent.” The spring 
will see emphasis on “Chicken and 
Ac’cent.” Last year more than 30,- 
000 food stores used display mate- 
rials for similar promotions. 

Don Swanson, advertising man- 
ager, said that Ac’cent will run 
three pages in Reader’s Digest 
next year. He added that 100,000,- 
000 match books will be distributed 
in the next 12 months. They will 
feature a coupon offer of a $2 
“third shaker” set for $1.50. The 
set consists of salt and pepper 
shakers plus an Ac’cent shaker, all 
in a plastic holder. 

Batten, Barton, Durstine & Os- 
born is handling. 


Highlights of This Week's Issue 


Back-door truck ads add new 
dimension to advertising Page 10 
New York’s governor, Averell Har- 
riman, urges anti-bait ad 
laws 
Lee uses Vogue to promote men’s 
hats as gifts from women Page 15 
Publishers should be many kinds 
of people to sales staff, Putman 


a ee Page 18 
A national restaurant chain, 
Thompson, markets frozen 
ES ey ae Page 22 
Frozen lemonade gets tv push over 
OS  « ana Rae wha Page 28 


Low-cost ad readership study of- 
fered by Mill & Factory .Page 32 
Moderation ads are lures for 
alcoholics, WCTU official 


says 
Hood dairy mame added in 
FTC equipment leasing charg- 
es 
Bernard Goodwin named head of 
new DuMont broadcasting set- 


PAA SO ee Page 40 
Hardware stores are tending 
toward self-service, exhibit 
RE. 5 x Uekbs ss Zebecs os Page 45 


If you know what you want to do, 


your ad theme comes naturally, 
Jim Woolf says 
Peaceful is the word agencies mov- 


ing to the suburbs empha- 
en a Page 68 
Mme. Rubinstein, on business 


jaunt, philosophizes on cosmet-| 


| EE) hee 7 Page 72. 


Hotpoint gives six appliance divi- 
sions autonomous status Page 73 
Operations research may outmode 
motivation research, says Y&R 


WEE nce ss octets cs eeu eet Page 75 
Upjohn Co. bows on tv with par- 

ticipations on “Home” . .Page 76 
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| car registrations, as reported in the 
| 1955 Automotive News Almanac— 
advertising investment figures are 
necessarily incomplete. 


Advertising figures are for 
factory-placed ads in national 
magazines, newspapers, Sunday 


newspaper sections, national farm 
publications and network radio 
and tv, as compiled by Publishers 
Information Bureau and the Bu- 
reau of Advertising. They are new- 


(Continued on Page 78) 


Buy Radio Time 
Opposite Hottest TV 
Shows, Asch Advises 


New York, Oct. 18—One way 
to practice creative time buying in 
the radio business is to buy time 
opposite the greatest television 
shows possible. 

That’s the view of one of the 
speakers at the Radio Advertising 
Bureau’s session on creative time 
buying, one of the panels held on 
the second and final day of RAB’s 
first national radio advertising 
clinic held here last week. (For 
additional RAB coverage, see Page 
88.) 

John Asch, research director of 
Eugene Stevens Co., New York, de- 
scribed his company’s success in 
selling a book, “How to Double the 
Performance of Your Car,” through 
a 15-minute radio transcription. 

At first, he said, it was difficult 
to talk a radio station into running 
what, in effect, amounted to a 15- 
minute commercial. Stevens final- 
ly was successful in Los Angeles 
and soon realized it had a hit in its 
automotive book. Time was bought 
on a “helter-skelter” basis. Some 
paid off; some didn’t. 


ws At this point, Mr. Asch contin- 
ued, a network radio salesman 
came along and told the company 
that the best way to buy radio for 
their product was to buy in re- 
gional blocks. 

Stevens has found this to be a 
successful technique, Mr. Asch 
said. Further, the company has 
been successful in buying radio 
time opposite tv spectaculars. 

Stevens bought radio against 
the 75th Anniversary of Light ex- 
travaganza and promptly got a 
20% increase in business, he re- 
ported. Somewhat similar results 
took place when time was bought 

(Continued on Page 6) 


races 
“ngel - 
* 


— 


Sizzl-icious! 


ae. potted ny Boog | onde ans me 
° 


NEW ANGLE—A-1 Sauce Co., a divi- 
sion of Heublein Inc., Hartford, 
Conn., is launching a new campaign 
for its A-1 sauce, replacing the 
b&w insertions formerly used with 
monthly color pages in Life. First 
insertion will appear Oct. 24. Con- 
current series will run in The New 
Yorker and Sunset. Bryan Houston 
Inc. ig the agency. 
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Advertising Age, October 24, 1955 


+ 
/ . / patible is almost as silly as sug- | “ABC,” he said, “needs to &e-| and on matters of questionable ad- 
Stop Feuding and Get Together > gesting that two companies, one of |move the outdated restrictions of | vertising. 


which ships by truck and the other | not auditing unpaid circulation. Its, 
by rail, can’t live side by side on | audit form should be simplified to ® ‘United action against the com- 


Business Publication Groups Told /an honest competitive basis. make it easier for advertisers to | petition from consumer magazines 


(Continued from Page 1) ! 
data in Business Publication Rates 
& Data for April 22, 1955, “reveal 
that there are 29 periodicals out of | 
203 published by ABP members 
that. are unaudited. The same 
source,” he added, “shows that 25 
periodicals out of 196 published by | 
NBP are unaudited.” ! 

“Here’s still another paradox,” 
he said. “Out of 63 ABP publish- 
ers, only 34 are exclusively audited | 
by ABC. There are 20 one-book 
publishers and 14 multi-book pub- 
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use and understand. And finally, to| is another point of payoff,” he said. 
. : p ; |@ “Tt .|keep new ideas and policies con- | “The business magazine publishing 
lishers 7 this group. But 29 multi- ] po fers saree > gs rod oak pe generating ABC should business needs a concentrated pro- 
title publishers who are ABP mem- P'Y a8ency space buyers with only : , ; — ; 
bers are not exclusively audited by ‘an audit,” Mr. Gallagher said.|change its directors oftener. motion and advertising campaign 
ABC y “Buyers of space want more than designed to boost the value of ad- 
‘ that. They want convincing proof|™s “By the same token,” he said,|Vertising to the trade. This is 
=" “NBP is equally inconsistent,” |that the magazine they buy space|“BPA had better mend some of its | Specially needed now when con- 
he said. “It says it’s not at all im-/|in is the magazine that is going to| ways. Out of 400 BPA publications, | S¥U™er magazines continue to vir- 
portant whether one magazine is|reach the maximum number of his| only 17 of them have their paid| tually steal away advertising dol- 
paid and another is unpaid. Now |client’s prospects. Publishers today | circulation audited. And about) !@rs that rightly belong to business 
that just isn’t so. Not if you put|must tell agency executives and | verification: only 70% or 283 out | P&aPers. 
any stock in the current values of | advertisers as precisely as possible | of 400 BPA publishers have their) “Im 1939 general magazine com- 
publishing properties. My experi- | how many of their marketing pros-| circulation verified. petition to trade magazines is 
ence as a negotiator tells me that pects read a specific publication.| “Moreover,” Mr. Gallagher said,| measured at about $3,000,000. In 
ABC books generally speaking sell | This proof must be documented.|“all ABP and NBP publishers | !948 it went up to $20,000,000. To- 
for more than BPA books. Audited|You can’t sell hot air and blue|should combine forces to sell the | 4y it’s more than $43,000,000. 
magazines are worth 20% more |sky.” positive values of advertising in| “Consumer publishers are 
than unaudited ones.” Outlining some of the areas in| audited publications. Of 1,927 busi- watching business paper properties 
The two different ways of cir-|which business paper publishers | ness publications in Standard Rate | Closely,” Mr. Gallagher said. “As a 
culating magazines, Mr. Gallagher | can cooperate, Mr. Gallagher sug-|& Data Service, only 684 are au- | "egotiator, I have many large con- 
said, “are neither details nor| gested that sooner or later it may | dited. In other words, 64.5% of the |SUmer clients who are most anx- 
philosophies, but methods. As such | become necessary to set up a single | publications have no audits to offer |!0US to buy successful business 
they represent two different ways |audit, but that in the meantime) advertisers. Yet advertisers are in- |PUblications. They see them as a 
of doing business. To say that paid|some basic changes in ABC and| vesting $80,000,000 a year in these |S0Und investment and an excellent 
and unpaid magazines are incom-|BPA audits would be desirable. | same publications.” diversification.” 


® Other areas suggested by Mr. AA Errs on F arm Size, Value 
Gallagher for business paper pub- AA erred in a tabulation on 
lishers getting together included | “How Farm Picture Has Changed” 
advertising sales. “Get together,” |in its Oct. 17 issue. Instead of list- 
he said, “and use the National In-| ing average size of farms and av- 
dustrial Advertisers Assn. basic | erage value, it listed total size and 
sales presentation. Get together by | value in the 27 states for which 
coordinating efforts of such sales-| data is available. Correct figures 
men’s organizations as the Dotted|should show the average size of 
Line and the t.f. Clubs. Get to-| farms in those 27 states in 1955 
gether on standardization of rate| was 641.4 acres and in 1950 it was 
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THE DES MOINES For exiles in the 195554 period, canned 
; 4%...food 
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cards, standard forms, standard | 560.5 acres. Average value should 
page size and colors. Get together | be $26,553 in 1955, $19,262 in 1950. 
on more effective sales training|The per cent change figure— 
programs. Get together on uniform | + 14.4 for size of farms, +37.9 for 
procedure for agency recognition, | value—remain the same as in the 
uniform rates to all advertisers, | original tabulation. 


“This is the size we use in the 
Growing Greensboro Market!" 
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THERE’S SALES-A-POPPIN’ in the Growing Greensboro 
Market, where 1/6 of North Carolina’s people account for 


Television set ownership jumped from more than 1/5 of the state’s $3-billion total retail sales. Here 
37.7% in ’53 to 59.3% in ’54, our latest BRAND is a real, stand-out market in gains, too, with a steady 1954- 
INVENTORY* shows. The study also shows the over-1948 increase of from 20% to 33% of the state’s gain in 
1,310,000 alert Sunday Register readers on all important sales categories ... If you want to invest ad- 


fof i bi “ vertising dollars in-a market where sales really come easier— 
farms, cities and towns all over ig-buying cae put the 105,000 daily salesmen of the GREENSBORO 
lowa are buying more of everything from per- NEWS and RECORD to work for you.... 


d_ Only medium with dominant coverage in the Growing Greensboro 
chicken use went from 9.9 to 12.7%...electric Market and with selling influence in over half of North Carolina! 


So it’s smart merchandising to get your sales | Mir Ee bc 

An “A’’ schedule newspaper in an “A-1" market! story across to this dynamic Gesteas in the lowa | = C4 réé U S ‘ Sy 
Gardner Cowles, President newspaper with the more-than-500,000 circu- | Salling 3 see) cme: 
lation...the one medium that covers the entire a gay = —Le 

REPRESENTED BY state... THE DES MOINES SUNDAY REGISTER. 

Seolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia * nd with what you sell? Find out 

Doyle & Hawley—Los Angeles and San Francisco ln nee p Eagle latest Brand Inventory—an GREENSBOR 0, N ORTH CAROLINA y 
accurate “brands named” factual check of family | Represented Nationally by Jann & Kelley, Inc. ery fe 
buying trends, Write on your company letterhea 
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WHO ARE THE MOTIVATING MILLIONS? Why, they’re the former 
“little people” — the great mass of wage earners who used to 
struggle along “just to make ends meet.” But with America’s 
wonderful new economy, there’s a new magic in the air — 
a magic that has changed little people into “BIG” people. 
Big in earning power. Big in numbers. Big in influence. 


HOW DID THEY GET SO BIG? By simply catapulting themselves 
several rungs up the income ladder! Since 1947, families in 
the $4,000 to $7,500 income group — the so-called “middle” 
group — have grown from 12,800,000 to 17,900,000 — a sen- 
sational gain of 40% ! Altogether, these Motivating Millions 
now comprise 35% of our families and account for 42% 
of our yearly income. 


WHY ARE THEY SO IMPORTANT? The great body of Motivating 
Millions is literally the balance wheel of our economy. 
They can make or break a product, a business, an industry, 
the nation. They’re the ones who want the most, need the 
most, use the most, buy the most. Generally speaking, 
they’re young marrieds with young children — at the stage 
in life when needs are greatest. 


WHERE DO YOU FIND THEM? Where else, but in the big metro- 
politan areas where earning and spending opportunities are 
at their best! And you can reach them most effectively 
through THIS WEEK Magazine — The advertising vehicle 
planned, at its inception, to provide deep penetration of these 
important markets through a distribution system linked to 
the country’s strongest Sunday newspapers. 


CAN YOU REACH THEM AT LOW COST? You certainly can. With 
its more than 11,000,000 circulation — the largest unit of 
circulation in America — THIS WEEK not only reaches 
twice as many of these vital middle income families as either 
general weekly, it does so at the lowest advertising rate 
per thousand of any general magazine. 


THEN WHAT HAPPENS? ‘The answer is Plenty! With a power- 
ful editorial influence to match its size, THIS WEEK gets 
close to people on Sunday — the best selling day of the week 
—and makes them respond. That influence, plus its broad 
and deep penetration of over 5,000 cities and towns across 
the country, combine to make THIS WEEK an advertising 
medium of matchless effectiveness. 


SHARES THE POWER AND PRESTIGE OF THESE 35 GREAT NEWSPAPERS WHICH DISTRIBUTE IT 


The Baltimore Sunday Sun New Orleans Times-Picayune-States 
a [ 7 The Birmingham News New York Herald Tribune 
ae This Woes, ny Boston Sunday Herald Norfolk Virginian-Pilot ° 
a YS 4 cae ff The Charlotte Observer and Portsmouth Star 
? Chicago Daily News The Philadelphia Sunday Bulletin 
oe The Cincinnati Enquirer The Phoenix Arizona Republic 
55 te Cleveland Plain Dealer The Pittsburgh Press 
e The Dallas Morning News Portland Oregon Sunday Journal 
Des Moines Sunday Register Providence Sunday Journal 
The Detroit News Richmond Times-Dispatch 
The Houston Post Rochester Democrat and Chronicle 
The Indianapolis Star St. Louis Globe-Democrat 
The Jacksonville Florida Times-Union The Salt Lake Tribune 
ys i ‘ Los Angeles Times San Antonio Express and Sunday News 
Thi Ss Week The Memphis Commercial Appeal San Francisco Chronicle 
- s ACE Miami Daily News The Spokane Spokesman-Review 
a CASAS ee The Milwaukee Journal The Washington Sunday Star 
Minneapolis Sunday Tribune The Wichita Sunday Eagle 


AMERICA’S LARGEST FAMILY MAGAZINE 


READ BY 11,000,000 Famities Every SunpDAy 
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Up goes the City Hall in the new 
New Orleans Civic Center grouping of 
multistory public buildings downtown! 
The new New Orleans is paced by sich 
spectacular construction, including a 
iin $65-million bridge over the Mississippi. 
What a market! 


The Gimeg-Picaawmne assay Sowway 
NEW ORLEANS STATES 2482 


Represented by Jann & Kelley, Inc. 


A.B.C, Publisher's Statement Ist qtr. 1955 


Buy Radio Time 
Opposite Hottest TV 
Shows, Asch Advises 


(Continued from Page 3) 
opposite the “Peter Pan” spectac- 
‘ular. 

“Our policy is to buy against the 
greatest television shows,” 
‘Asch declared. 


| 


a Martin J. Murphy, media super- 
visor at Young & Rubicam, de- 
scribed the Life radio campaign to 
promote newsstand sales. Among 
the reasons radio was selected was 
its adaptability to different mar- 
kets, plus the fact that Life was 
selling a new product—its editorial 
pages—every week. n 

“We didn’t give them one piece 
of copy,” Mr. Murphy noted. In- 
stead, a Life man and a Y&R man 
went out and spoke to the man- 
agement and station personalities 
at each station selected. Those 
broadcasters selected received an 
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$38,128,000 $44,526,000 $46,758,000 $49,336,000 $50,474,000 $51,725,000 $52,322,000 


SAN DIEGO GROWS BIGGER, FASTER 


AS EVIDENCED BY 


tHese BUILDING MATERIAL SALES ricures 


Data Copyrighted 1955 Sales Management Survey of Buying Power; further reproduction not licensed. 


Only the San Diego Union and Evening Tribune give your sales message saturation 
coverage of this faster growing, billion dollar market. Over 90% of the San Diego 
Home Market reads and believes these two great newspapers daily. 


REPRESENTED NATIONALLY BY 


THE WEST-HOLLIDAY COMPANY, INC. 


THE MOST 
IMPORTANT CORWER 
IN THE U.S.A. 


Mr. : 


DR. A. B. BLANKENSHIP, formerly man- 
ager of the research department of 
Young & Rubicam, has joined Ted 
Bates & Co., New York, as v.p. and 
research director. 


advance copy of Life, with a re- 
quest to discuss or sell only those 
articles which interested them. No 
instructions concerning the amount 
of time to be spent on the commer- 
cial were given. 

In some cases, Mr. Murphy said, 
broadcasters just read off the table 
of contents, but these were excep- 
tions. Generally, the radio person- 
ality thumbed the magazine for 
articles of interest to him and gave 
a convincing talk on the subject. 


@ Robert H. McKennee, account 
executive for Campbell-Ewald on 
the General Motors Acceptance 
Corp. account, outlined that com- 
pany’s success with its radio traffic 
service program in the New York 
area. Originally started as a sum- 
mertime venture, the program 
was put on a 52-week basis in 
September, ’55. 

Mr. McKennee said the program 
is successful because it renders a 
public service and covers all local 
traffic information. “No one who 
tunes in is disappointed,” he said. 


ws “It seems ludicrous to me to see 
the utter dependence that some 
agencies put on the lowest cost- 
per-thousand,” said Roger C. Bum- 
stead, media director of David J. 
Mahoney Inc. “Because the only 
guides to cost-per-thousand are 
rating and coverage services which 
are universally agreed to be woe- 
fully inadequate in both technique 
and sample.” 

He urged that time buyers be 
freed from the “ridiculous shackles 
of fictitious cost-per-thousand re- 
search.” 


Lowe & Hall Adds Oftice 


Lowe & Hall Advertising, Green- 
ville, S.C., has opened an office 
in Asheville, N.C., at 19 Biltmore 
Plaza Office Bldg. Ray A. Fergus- 
on Jr., a former advertising man- 
ager of Kaynee Co., Cleveland 
maker of boys’ apparel, has been 
named an account executive and 
manager of the new office. The 
agency recently was elected to 
membership in the Affiliated Ad- 
vertising Agencies Network. 


Shulton Names Malton 

William C. Malton Jr., formerly 
advertising manager of  Inter- 
American Orange Crush Co., Chi- 
cago, has been appointed adver- 
tising manager of the export and 
fine chemical divisions of Shulton 
Inc., New York. 


reach 5553 
POLICE CHIEFS 


via this all-selective +> 
mediuml They buy uni- 
forms, communications, 
weapons, traffic sys- 
tems, parking meters, 
conveyances! Get the 
full story... TODAY! 


NATIONAL REPRESENTATIVE 
"™ CS ECOPP «associates 


sed Broadway, New York 36,N. Y. 
35 East Wacker Drive, Chicago 1, Il. 
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During the last 6 months, 
people bought more copies 
of the Post than of 

Life and Look combined 


You can increase a magazine’s 
sales by offering cut prices and de- 
ferred payments. But while the 
customer gets more for his dollar, 
the advertiser gets less. He’s buy- 
ing a lot of readers who are more 
interested in a bargain than they 
are in reading. 

That’s why newsstand sales are 
sO important. The people who 
want a magazine enough to pay 
full price for it are the ones who 
pay full attention to it. There’s 
no easy-come, easy-go readership 
in this type of circulation. 

The latest ABC figures show the 
Post now leads its field in single- 
copy sales by a full 50%. It gets 
to the heart of America. 


Sie norton tala 2 
Hh IS ~ in ae aeillmem 
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“Women stay home? Theyre big 
business’ newest sales gimmick!” 


BOBBIE BENDER, Copy Group Chief, William Esty & Co., N. Y.., 
previews “Big Business is Stage-Struck’’ from this week's Post. 


“Sales meetings used to be for men 
only—and for snoring only. Then 
they added the feminine touch — 
models, chorus girls, sometimes real 
stars —and now even the dealer in the 
back row is all eyes and ears! Sure, 
it’s expensive. But sales managers say 


these shows are the best buys they 
ever made. Looks like ‘Industrial 
Theater’ will rival legit!” 

° ° ° 
In all, 10 articles, 4 short stories, 2 seri- 
als and many special features in the Oct. 
2? issue of The Saturday Evening Post. 
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At Audit Bureau Meeting... 


‘Obfuscation, Equivocation —That's 
TV Circulation Data, Gediman Says 


Curcaco, Oct. 2iI—H. James Ged- 


iman, exec. v.p. of The American 
Weekly and Puck—The Comic 
Weekly, seized the occasion of an 
Audit Bureau of Circulations get- 
together to rib the television medi- 
um for having no such measure- 
ment service—and for many other 
things besides. 

Describing the Audit Bureau as 
“our A.B.C.’s of communication 
and description,” Mr. Gediman told 
the annual meeting that in tv there 
is “almost nothing but X.Y.Z.’s— 
the unknown, the projected, the 
unofficial and unrestrained—a 
language of obfuscation and equiv-~ 
ocation.” 

Mr. Gediman granted that there 
are such things as Class A, Class B 
and Class C tv time, but then asked 
what it all meant. 

“In network tv,” he said, “it is 
becoming apparent that the heavi- 
est periods of sets-in-use are for 
the relatively few advertisers who 
can pre-empt the few hours of 
prime time. 


= “The chances of anything less 
than an extravagant show finding 
network time on the air at desir- 
able evening hours are getting less 
and less,” he added. 

As for the rating services, the 
supplement publisher jibed that 
“there are not merely four rating 
services—there are four major 
kinds of rating service. None of 
these are industry-supervised, none 
are subject to the checks and bal- 
ances of regulation and participa- 
tion by all interested parties. 

“They are all private businesses. 
They are all out to please. The 
higher the rating, the more sale- 
able the service.” 

Mr. Gediman similarly disposed 
of two tv trade terms—‘“spectacu- 
lar” (“It really means ‘expen- 
sive’”) and “cost-per-thousand- 
per-commercial minute.” 

With the latter “inanity,” he 
said, “a telecaster can comfort 
himself with the thought that, 
since he has three minutes of com- 
mercial time, or six, he can cut 
his cost to one-third or one-sixth... 
Why not cut it to cost per word 
or sentence and get the lowest cost 
for the most garrulous announcer?” 
he asked. 

“Any device for comparing one 
ty program with another, so long 
as it is equally ludicrous to both... 
is understandable,” Mr. Gediman 
explained. “But reason departs 
when such comparisons are made 
with a straight face between cost- 
per-page-per-thousand in a maga- 
zine or newspaper and this statis- 
tical hallucination “cost-per- 
thousand-per-commercial minute.” 


a Speaking on “Hollywood and the 
press,” Dore Schary, v.p. of pro- 
duction and studio operations, 
Metro-Goldwyn-Mayer, aligned 
the movie industry with the televi- 
sion medium against print media 
to urge print media to develop a 
code of practice that could con- 
trol undisciplined or irresponsible 
members. 

Addressing the final general 
ABC session, Mr. Schary blasted 
“publications that cater to the low- 
est common denominator of the 
reading public—dirty gossip.” 

He said that although he has 
not as yet been the victim of an 
article in Confidential, he deplores 
“the shoddy content of Confiden- 
tial and its bevy of imitators that 
live off the sad, tragic mistakes of 
some, or the indulgences of the 
maladjusted few.” 

In the cause of his co-workers 
“who live decent and purposeful 
and religious lives,” Mr. Schary 


wondered “if you gentlemen can- 
not evolve a code of practice that 
would inhibit this kind of journal- 
ism.” 

He said that while he realizes 
ABC is not concerned with the 
content of member publications, 
“you in individual capacities as 
representatives of a cross-section 
of the great American press would 
bring honor to your profession in 
bringing the downfall of such 
publications.” 

Discussing the development of 
the movie industry, he said he 
feels the audience for miovies is 
maturing and that “literate and ac- 
curate reporting by people who 
know and like us can be of profit 
to the press.” 


® At a luncheon meeting yester- 
day Gardner Cowles, a confessed 
“cockeyed optimist” about the 
economic future, moderated his op- 
timism somewhat on the subject of 
communications. 

Although communications is vi- 
tal in our world today, he said, 
“the simplest processes of com- 
munications have baffled our most 
expert investigators.” He added 
that he knows of nothing that will 
help editing and advertising as 
much as learning more than we 
now know about the “mysteries of 
communications.” 

“If we would encourage research 
and study in that area, we would 
help not just ourselves, but all 
mankind,” he said. 

Don Henshaw, MacLaren Ad- 
vertising Co. Ltd., Toronto, ad- 
dressed the Audit Bureau group on 
the subject of “Canadian corns” 
which Americans frequently tread 
on. 

One of them, he said, is magazine 
publishers’ failure to remember 
that “they have hundreds of thou- 
sands of Canadian readers, and 
they must stop excluding these 
readers from their advertised 
prices, offers and quotations.” 

Another was a general U.S. be- 
lief that this country dominates 
Canada commercially; all but 16% 
of the money invested in Canada 
since World War II was Canadian, 
he said. 


® Mr. Henshaw noted that for 
every Canadian magazine pur- 
chased in the U.S. there are 120 
American magazines bought in 
Canada—“one of the reasons why 
Canadians know vastly more about 
the U.S. than vice versa.” 

He also declared that Canadians 
have been proven to be more de- 
vout readers of books and maga- 
zines than are Americans. Some 
81% of Canadians read one or 
more of their own top “class mag- 
azines,” compared with only 65% 
for Americans, he said. 

John H. Platt, senior v.p. of 
Kraft Foods Co. and Audit Bureau 
chairman, reported a membership 
gain of 100 over the last year— 
from 3,563 to 3,663 members. The 
biggest gain was among advertiser 
members, who grew from 673 to 
717. Only in the farm and business 
publications divisions were there 
slight declines in memberships, he 
said. 


we At a board meeting following 
the general session, George C. Di- 
bert, v.p. of J. Walter Thompson 
Co., Chicago, was elected board 
chairman of the Audit Bureau, 
succeeding Mr. Platt, who contin- 
,ues as a board member. Walter P. 
Lantz, Bristol-Myers Co., New 
York, was elected a vice-chairman, 
and two new board members were 
named: 


Wm. R. Farrell, Monsanto Chem- 


Sweet 


Dugger 


Spivey Neal Anderson 


Patterson 


Edwards 
Peck 


Collins 


Toof Cassill 


FARM PAPER SESSION—Lined up at the annual meeting of the Agricul- 
tural Publishers Assn. in Chicago were these two platoons of farm 
publishers and guests. In the picture at top: C. E. Sweet, Capper’s 
Farmer; Oscar M. Dugger, Progressive Farmer; Graham Patterson, 


Farm Journal; James E. Edwards, 


Prairie Farmer, and D. R. Collins, 


v.p. of Marsteller, Rickard, Gebhardt & Reed. At bottom: P. E. 
Spivey, Southern Planter, the new APA president; Dewey Neal, 
Farmer-Stockman; Tom J. Anderson, Farm & Ranch-Southern 
Agriculturist; Fred Toof, Montana Farmer-Stockman; A. B. Peck, 
Florida Grower & Rancher, and Harold E. Cassill, Oregon Farmer. 
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There's No Summer Buying Slump Amid the 
Tall Corn, Collins Tells Farm Publishers 


(Continued from Page 1) 


surely not the summer months— 
the season when least advertising 
is directed to it.” 

The agricultural publishers also 
received their first formal report 
on the government’s anti-trust suit 
against the APA and certain other 
media associations. Fred Potter, 
APA’s counsel, summarized the 
group’s investigation of the gov- 
ernment’s claims, in preparation 
for pleadings now set for Nov. 1. 

He also raised a question of 
“whether we can complete our in- 
vestigation in time.” If not, he sug- 
gested, the APA may ask for fur- 
ther postponement of the case. 


a Asked about the possibility that 
the case may be settled by mutual 


ical Co., St. Louis, succeeded Wm. 
A. Hart, E. I. du Pont de Nemours 
& Co., who re- 
signed after 28 
years on the 
board. Wm. E. 
Steers, Doherty, 
Clifford, Steers & 
Shenfield, New 
York, succeeded 
Bernard C. (Ben) 
Duffy, Batten, 
Barton, Durstine 


& Osborn, who 
George Dibert resigned after 22 
years. 


Main business at the meeting 
concerned methods of simplifying 
the keeping of circulation records 
for auditing purposes. A committee 
is studying the problem now, and 
nearly all the ABC media groups 
urged that it expedite its study. 


Jeff Wilson Is New 
V.P. at Lefton Co.; 
Heads Chicago Office 


PHILADELPHIA, Oct. 20—Al Paul 
Lefton Co. announced today it is 
expanding its Chicago office to 
handle additional accounts. At the 
same time the agency disclosed 
that Jeff Wilson, a member of its 
account staff here since 1951, has 
been named v.p. and general man- 
ager in Chicago, replacing Edwin 
G. Foreman, who has resigned 
(AA, Oct. 17). 

Also transferred to Chicago from 
the main office are Hershel Brown, 
who will handle creative planning, 
Albert A. Gillis, art director, and 
Morton Neufeld, who will direct 
preduction. 


consent, Mr. Potter told AA: “Ever 
since the case was started efforts 
have been made by various de- 
fendants to develop an agreement 
leading to a consent decree. That 
possibility is by no means out of 
consideration.” 

However, he added, no consent 
decree would be worth having un- 
der whose terms “you couldn’t 
move without the government 
looking over your shoulder.” 

In an election of officers, P. E. 
Spivey, publisher of Southern 
Planter, was named APA presi- 
dent. Other new officers are: W. 
B. Wiemers, Farm Journal, v.p.; 
Harold E. Cassill, Pacific North- 
west Farm Quad, secretary, and 
Frank X. Gaughen, Capper Publi- 
cations, treasurer. 

The same list of officers was 
named to head up Farm Publica- 
tion Reports Inc. for the year to 
come. 


Dress Changed, 
Philip Morris Now 
Alters Blend Too 


(Continued from Page 1) 
more than 90% of the market. To- 
day, he continued, these same 
brands only account for about 50% 
of the business. 


® Into the marketing picture have 
come king-size and filter-tip cig- 
arets, which since 1950 have in- 
creased their portion of the market 
from 9% for king-size in 1950 to 
28% today and 0.6% of the market 
for filter tips in 50 to 19% today. 

He predicted that these two will 
share the market equally within 
just a few years. 

It was this trend that led Philip 
Morris to introduce its own popu- 
lar price filter tip, Mr. Cullman 
said. Since Marlboro was converted 
into a popular-price filter last 
January, given an entirely new 
kind of package and a new agency 
(Leo Burnett Co.), it has become 
the No. 1 filter-tip in New York 
and is among the top sellers in 
most metropolitan markets, he 
said. 

Mr. Cullman said that changes 
like the ones taking place in his 
company—in packaging, manufac- 
turing, and advertising—can be ex- 


|pected throughout the industry. 
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12 Newspapers Gain 
from Promotion by 
‘Good Housekeeping’ 


NEw York, Oct. 20—A magazine 
promotion which has the unique 
feature of building newspaper lin- 
age kicks off in 11 cities Sunday— 
and in a 12th city two weeks later 
—with the staging of “Good 
Housekeeping Week” by 12 news- 
papers. 

Tested successfully in Mansfield, 
O., last spring (AA, May 2), the 
promotion now has been expanded 
to a permanent merchandising pro- 
gram of the Hearst magazine. 

Designed to do a mass selling job 
for Good Housekeeping advertisers, 
the program will begin in each city 
with the publication of a special 
Sunday supplement devoted entire- 
ly to the magazine and its adver- 
tisers. 

Editorial matter, for example, 
will describe how products earn 
the magazine’s guaranty seal. 
Space has been sold to Good 
Housekeeping advertisers and to 
local retailers who carry their 
lines. The promotion will continue 
through the rest of the week, with 
more tie-in ads, store displays and 
special events marking the occa- 
sion. 


® The 11 newspapers launching 
“Good Housekeeping Week” Sun- 
day are: Albany Times-Union; 
Baltimore American; Columbus 
Dispatch; Dallas Times Herald; 
Houston Chronicle; Arkansas Dem- 
ocrat, Little Rock; Star, Meri- 
dian, Miss.; New Orleans Item; 
Pittsburgh Sun-Telegraph; San 
Antonio Light and Syracuse Her- 
ald-Journal. The Herald-News, 
Fall River, Mass., will follow in 
the week of Nov. 7. 

The promotion is a joint effort 
of the magazine and the sponsoring 
newspapers. Good Housekeeping 
turned over to the papers a list of 
its advertisers and worked with 
them in promoting the event and 
in selling space to national adver- 
tisers and local dealers. 

The magazine has supplied par- 
ticipating merchants with free dis- 
play materials and has devoted a 
page in its November issue to alert 
readers in the 12 cities. “Good 
Housekeeping Week” also is being 
promoted over NBC Television, 
through participations on “‘Today- 
Home-Tonight.” 

Newspapers sponsoring the week 
are seeing the results in added lin- 
age. 


® For example, the four Hearst 
papers in the group are going to 
press with fat supplements for 
Sunday—52 pages for the Albany 
Times-Union, 46 pages for the San 
Antonio Light, 40 pages for the 
Pittsburgh Sun-Telegraph and 24 
pages for the Baltimore American. 

The Dallas Times Herald, which 
will publish a 26-page Good 
Housekeeping section, has _ sold 
space to every supermarket chain 
in the city. The Houston Chronicle 
is going with a 32-page supple- 
ment, the Arkansas Democrat with 
a 20-page section and the New Or- 
leans Item with one of 32 pages. 

The participating mewspapers 
have promoted the event in various 
ways. Five are running drawings 
offering trips to Europe. One is 
giving away a Chevrolet. 

In five cities—New Orleans, 
San Antonio, Houston, Dallas and 
Pittsburgh—the mayor has of- 
ficially proclaimed next week 
“Good Housekeeping Week.” 

Wes Bailey, promotion manager 
of Good Housekeeping, has been 
in charge of this new program. He 
told AA today that the response 
has been so good that it will prob- 
ably be staged in these cities as an 
annual event. In addition, the 


magazine already has plans to ex- 
tend the promotion. The next one 
‘is tentatively scheduled for next 
spring in the Great Lakes area. 
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Carroll H. Schutze is a Professional Engineer. 
Currently, in addition to Horn & Hardart’s 
$1 million annual maintenance and 
improvement operation, he is working on a 

$2 million new construction program. 
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“When you’re responsible for the designing, engi- 
neering and equipping, in addition to the mainte- 
nance of nearly 100 restaurants and retail shops— 
as I am — you work closely with everybody con- 
cerned with each job. In every sense of the word, 
our building program is a team operation. 
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““After we have appointed an architect and an engi- 
neer, we all get together and work out our first 
plans. Then we call a meeting of our entire operat- 
ing staff—the company officers, the supervisors and 
some of the managers—to discuss the details of our 
proposals. The next step, of course, is to get down 
to cases with the contractors. Here again constant 
discussion is the order of the day. 
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“When every detail is settled, it is generally my 
function to specify and lay out the equipment. 
Some of this—such as our new Platter Automat— 
is custom made. But to effect economies we try to 
use as much standard equipment as we can. 


“With so many bases to cover, one of my greatest 
problems is keeping up with the latest develop- 
ments in materials and equipment—not only kitchen 
equipment, but also lighting fixtures, flooring, fur- 
niture and so on. It is here that Forum is of tre- 
mendous help to me—particularly the advertising. 
I’ve been reading ForuM for about 23, 24 years 
and, for my money, it’s the most comprehensive 
magazine in the field. The only trouble is, I can 
never get my hands on my copy until my secretary 

has finished reading it. But I don’t complain. She’s 
' of greater help to me because of it.” 


} CARROLL H. SCHUTZE 
i Director of Planning and Maintenance 

The Horn and Hardart Co. 
a New York, New York 
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MILLIONS 


WALKING BILLBOARDS 
FOR LESS THAN 
1.50 PER THOUSAND 


Colonial Sugars Appoints 

| Colonial Sugars Co., New Or- 
leans, a division of Cuban-Ameri- 
\can Sugar Co., has appointed Rut- 
\ledge & Lilienfeld, St. Louis, to 
‘handle its advertising. Newspapers 
land tv will be used in midwestern 


states. Carl S. Brown Co., New 


PLANS SET FOR NEW 650-HOME 
ADDITION! 


DAVENPORT TO PROVIDE ADDITION- 
AL 1000-CAR PARKING SPACE! 


ALCOA 
MILLIONI 


NEW $100,000 TRAFFIC CONTROL 
SYSTEM PLANNED! 


ADDITIONS TOTAL $62 


. » » AND — DAVENPORT NEWSPAPERS ARE... 
FIRST in Quad-City circulation — in Quad-City advertising !ineage — 
in advertising lineage in ALL IOWA! 


The MORNING DEMOCRAT 


DAVENPORT NEWSPAPERS The Evening DAILY TIMES 


undey DEMOCRAT & TIMES 
Represented Nationally by Jann & Kelley, 


York, formerly handled the ac- 
count. 


Miller Freeman Elects 
William Freeman President 
William B. Freeman has been 
elected president of Miller Free- 
man Publications, San Francisco, 
publisher of business publications 
and directories. He succeeds his 
father, Miller Freeman, company 
founder who died 
Sept. 18 (AA, 
Sept. 26). At the 
same time, Law- 
rence K. Smith 
was reelected 
v.p., and Miller 
; Freeman Jr. was 
reelected secre- 
tary-treasurer. 


man joined the 
company in 1929, 
assumed direction 
division in 1934, 


| William B. Freeman 


of the southern 


and when the northern and south- | 


ern divisions were merged in 1953, 
he was named a v.p. of the com- 
pany. 


William Free-| 


Fuchs, Zemp & Celander 
Adds Research Department 


Fuchs, Zemp & Celander Inc., ) 


St. Petersburg, Fla., has established 
a market research department un- 
der the direction of Frank Jones, 
formerly advertising manager of 
the Gulf Beach Journal. 

The agency has also expanded 
its tv department to include facil- 
ities for production of commercial 


by Philip J. Flad Jr., formerly tv 
producer in charge of special event 
films and live shows. 


Hercules Galion Appoints 


Hercules Galion Products Inc., 
Galion, O., recently formed by the 
merger of Hercules Steel Products 
Corp. and Central Ohio Steel Prod- 
ucts Co., has appointed Palm & 
Patterson, Cleveland, to handle its 
advertising. Trade and farm pub- 
lications, newspapers, direct mail, 
films and displays will be used. 
/Prior to the merger, Palm & Pat- 
terson handled the Central Ohio 
| Steel Products account. 


tv films. This department is headed | | 


FOOD ADVERTISERS... 
CASH IN ON WHO’s 
Zree MERCHANDISING SERVICE! 


BUY $300 OF GROSS TIME 
PER WEEK FOR 13 WEEKS, AND 


HERE’S WHAT WE’LL DO FOR YOU... 


Well... 


OBTAIN 50 one-week special displays for your 
products in high-traffic chain and independent stores 


during each 13-week cycle! 


ARRANGE point-of-purchase merchandising in 400 
top-volume food stores— stores in every city and town 
of 5,000 population or more in the 76 counties which 


are the heart of WHO's daytime listening area! 


Both chain and independents! 


HELP make sure important stores stock your WHO- 


advertised product! Improve shelf-exposure —cater to 


impulse buying! 


STIMULATE grocer and consumer interest in your 


product with 35 Bargain Bar Day promotions in chain 


and independent stores during each 13-week cycle! 


SEND you regular reports on status of your product 


and activities of your competitors! 


ee 


Affiliate 


FREE & PETERS, INC., National Representatives 


JOIN SUCH LEADERS AS: 


“All” Detergent 

Armour Suds 

Bab-O 

Butter-Nut Coffee 

Betty Crocker Cake Mixes 
Borden's Ice Cream 
Borden's Starlac 
Cheerios 

Coco-Wheats 

Country Kitchen Syrup 
Dentyne Chewing Gum 
Dreft 

Duncan Hines Cake Mixes 
Fleischmann's Yeast 
Folger's Coffee 

Gold Medal Flour 


Hamm's Beer 

Jello Tapioca Pudding 
Joy 

Lucky Strike Cigarettes 
Maine Sardines 

Nestle's Cookie Mix and Morsels 
Nabisco Honey Grahams 
Nutrena Dog Food 
Oxydol 

Pream 

Royal Instant Puddings 
Storz Beer 

Sure-Jell 

Surf 

Swansdown Cake Mixes 
Vel 


for lowa PLUS 


Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 


P. A. Loyet, Resident Manager 


above Calderon Belt ad, in which 
merchandise can be changed with 
each ad, has been so well received, 
it has been scheduled for a repeat 
campaign this spring in Harper’s 


Bazaar, Mademoiselle, Playbill, 

Seventeen, The New Yorker, Vogue 

and Women’s Wear Daily. Rock- 
more Co. is the agency. 


Truck Ads Bring 
New Dimension to 
Advertising Space 


ORLANDO, FLA., Oct. 18—Barbour 
Truck-Ads, “the signs that move 
into traffic all over the nation,” 
have added another dimension to 
transportation advertising by plac- 
ing advertising on the back doors 
of fleet-operated se mi-trailers 
throughout the country. 

Until now, Barbour says, com- 
panies have bought side panels of 
intra-city trucks and buses for ad- 
vertising and have used their own 
trucks. But this, says Barbour, is 
the first time interstate trucks have 
been used as a medium. 


® Messages are printed on 3’x6’ 
posters consisting of two panels, 
one for each side of the rear door. 

A wide range of fabrics is avail- 
able for poster use, as are reflec- 
torized signs. And Barbour main- 
tains a crew of workmen at 
strategic terminal cities to service 
and clean the signs. 

Among those using the Truck- 
Ads are tourist attractions such as 
Silver Springs and Cypress Gar- 
dens in Florida and Rock City in 
Chattanooga. Silver Springs uses a 
lacquered poster tying in with its 
outdoor program. 

Cypress Gardens has its copy 
screened directly on the metal pan- 
els, and Rock City is using reflec- 
torized signs, Don Barbour, presi- 
dent of the agency, told AA. 


Westinghouse Sets $2,500,000 
Drive for Radio-TV Division 

The radio-television division of 
Westinghouse Electric Corp., Met- 
uchen, N. J., has announced a 
|$2,500,000 ad drive for this fall. 
‘Called the “greatest pre-selling 
|drive” in the division’s history, the 
|campaign started with a spread in 
ithe Oct. 10 Life and will be fol- 
\lowed with a page in the Nov. 21 
Life and commercials for eight 
straight weeks on “Studio One” 
over CBS Television. 

The Westinghouse line of radio 
and tv receivers will also be pro- 
‘moted in local radio spots and 
/newspaper ads in 68 cities outside 
of the “Studio One” coverage area. 
Distributors and dealers have been 
supplied with free tie-in materials, 
including jumbo blow-ups of the 
Life spread. McCann-Erickson, 
New York, is the agency. 


F&SE&R Names Zern Copy Chief 


Gordon Zern, account executive 
and chairman of the special crea- 
tive group at Fuller & Smith & 
| Ross, has been named copy chief 
of the agency’s New York office. 
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It’s Selective! Media people want to know a 


magazine’s audience before they buy. If you’re that type, let’s face 
facts: The American is produced to appeal to the self-interests of 
a young, successful family group. That’s why they spend an aver- 
age of 2 hours and 58 minutes* reading The American Magazine. 
This group not only spends more time reading The American, 


but over the years, these readers (10,000,000 strong) have been 
conditioned to believe in The American Magazine. Because they 
believe in The American Magazine, they respond to its advertising! 
If you want this select, responsive group of family readers— 
rather than a group of mere scanners—then the best place 
for advertising your product is in The American Magazine. 


The American Magazine... It moves goods because it moves people! 


The Crowell-Collier Publishing Company, 640 Fifth Avenue, N. Y. 19, N.Y. Publishers of The — Magazine, Collier's and Woman's Home Companion 
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Keeping in Touch with Reality 


A charming young female college student of our acquaintance told 
us the other day about an essay she had just completed for a course 
in writing. The subject of the essay was “A Typical American Fam- 
ily,” and we were edified to learn that the “typical American fam- 
ily” which this young lady had conjured up to populate her essay 
had two children, one in college and one in high school; two cars; a 
two-and-a-half bathroom house they had just built a year ago; a 
membership in a “modest country club” and a $15,000 annual income. 

The picture is distressingly real; the young college student and 
her friends see nothing exceptional about it except that they’re not 
really sure whether the family they see in their mind’s eye has an 
income of $15,000 a year or twice that much. Regardless of the ac- 
tual figure, its way of life is perfectly clear to them, because it is 
their way of life. And of course this makes it “typical.” 

We thought of all this as we thumbed through last week’s AA and 
read the Census Bureau’s estimate of income distribution by families 
during 1954. Of a total of 41,900,000 families, the Census Bureau 
said, only 600,000 had incomes in 1954 of $15,000 or more. Our some- 
what rusty arithmetic tells us that this is slightly more than 1.4% of 
the total number of families, and consequently not exactly “typical” 
of the American family. (The median family income in 1954, by 
the way, was $4,173.) 

No great harm will ensue because a college girl believes that a 
$15,000 income accrues to a “typical American family.” She will un- 
doubtedly learn better before she gets much older. But a considerable 
amount of harm can accrue to the marketing or advertising man who 
fails to remember that $15,000 is not a “typical” income for any but 
a tiny fraction of the American public. 

The marketing or advertising man who develops the wrong kind of 
image of a “typical family” can miss the marketing mark by a very 
long mile—not so much because he actually misjudges the dollar 
income of the “typical” family, but because he unconsciously trans- 
lates his own untypical living patterns, wants and desires into those 
of the masses of American families. 


The Cumulative Value of Advertising 


David Ogilvy’s public confession—in a speech before the central 
regional meeting of the American Assn. of Advertising Agencies— 
that he has changed his mind about the basic job of an advertise- 
ment, will cause some re-examination of concepts. 

“T used to deride advertising men who talked about long term ef- 
fect,” he said. “I used to say that they used it as an alibi—to conceal 
their inability to make any single advertisement profitable. In those 
days I believed that every advertisement must stand on its own two 
feet and sell goods at a profit on the cost of the space.” But now he 
believes that every ad must be considered as a “contribution to the 
complex symbol which is the brand image.” 

“These mail order agencies knew how to sell—once,” he continued. 
“But they made a profound mistake in applying the principles of 
one-time mail order advertising to the creation of campaigns which 
can only be successful if they sell not once, but time after time, year 
after year.” 

The principal point Mr. Ogilvy was making, of course, is that ad- 
vertising designed to make an immediate sale—to induce immediate 
action at the cash register—may be just the kind of buckeye, huck- 
stery type of advertising which tends to cheapen the brand in the 
long run, rather than build up its desirability in the reader’s mind. 
And of course he is right. Most so-called national advertising should 
be designed to create a proper image for the brand rather than to 
induce an immediate rush to cash in on a special offer or a cut price. 

Somewhere along the line, however, a cash register had better get 
around to tinkling...and kind of regular-like, too. 
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—John R. Rutherford, John R. Rutherford & Associates, Chicago. 


“He wants me to put a rate card in the flowers he’s sending.” 


What They're Saying 


The Captive Audience 

The non-smoker of cigarets, we 
observe as we take our commuter 
train these days, has become the 
unwitting dupe of advertising 
genius once more. The sign in the 
non-smoking car now reads...No 
SMOKING—not even WINSTON’S. 

This is a very clever idea—but 
we cannot help but feel that it is 
only that, and not a sales point 
which will persuade the inveterate 
non-smoker to take up with Win- 
ston’s. But—it is putting money in 
somebody’s pocket, and since that 
seems to be the be-all and end-all 
of the crass world we live in, we 
suppose it can be called a success. 
After all, does it not put a sales 
message where there was none be- 
fore? 

The danger in this precedent, as 
we see it, is obvious. We fully ex- 
pect now to be made totally captive 
to the advertising brain on the 
loose. We can see other public 
signs used profitably as follows: 


NO PARKING ON THIS SIDE OF THE 
STREET 
Buy Sunny Maid Beer on the Other Side 


EXIT 
As you go, be sure to leave the lovely 
aroma of Essence of Sin behind you... 
you'll be followed! 


REST ROOM 
Buy Schnorer’s Roomy Mattress for the 
Rest of your Life. 


These possibilities are available 
(for a fee) and others will be 
made-to-order. What do you sell? 


—Graphic Artery, issued by W. T. 
Peck & Co., photo lithographer, Phila- 
delphia. 


TV in America 

So, as you can see, American tv 
is a vast and groaning table, spread 
with everything from whelks and 
caviare to tripe and pheasant. The 


eye grows dizzy with the strain of | 


selection, the appetite flags, and 
there are days and nights when 
one just can’t watch any more be- 
cause of visual dyspepsia. Then 
one comes back for more, like an 
unregenerate gourmand. Inter- 
spersed between the delicacies, in 
American tv, are a series of plac- 
ard, or even charades, which is 
the price one has to pay for free 
entertainment, provided by motor- 
car companies, brewers, cigaret 
manufacturers, cosmetic producers, 
and a whole host of advertisers 
anxious to sell their wares. 

Advertising, you will find, can 
be dignified and reticent. Many 
Americans believe it is more ef- 
fective that way. It can also be 
glaringly obtrusive, to the point 
at which it defeats itself. On the 
whole, American viewers, with on- 
ly an occasional, short-lived cry of 
pain, accept it. After all, it is part 
of life, like the weather! 


—Picture Post, London, 
Sept. 17 issue. 


England, 


Enforcement Is the Key 

Westinghouse, it should be care- 
fully noted, gave up [on fair trade] 
because it felt that it could not 
deal effectively with contract vio- 
lations. At this point, the question 
might well be this: Were violations 
permitted to get out of hand before 
real efforts were made to haul vio- 
lators into court? Once the trickle 
became a torrent, it was too late. 

If fair trade is to survive, con- 
tracts must be enforced from the 
outset, and for the duration. There 
can be no illusions with respect to 
this fundamental truth unless we 
are ready to see the whole fair 
trade movement go to pot! 


—From an editorial in the Sept. 26 
issue of Drug Trade News. 
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Rough Proofs 


Well, anyway, Coca-Cola and 
D’Arcy have lived together for half 
a century, which may set a record 
for conjugal felicity in advertising. 

© 

When is a churn not a churn? 

When it’s used to make oleo- 
margarine, in the opinion of the 
Federal Trade Commission. 

o 

A lot of people who don’t hold 
with the grammarians stood up 
and cheered when the literate New 
Yorker asserted, “It isn’t how 
many you reach, but who.” 

«. 

“Packages of the future,” de- 
clares Fred W. Spannagel, “will be 
easy to open.” 

He’s talking about the milleni- 
um, of course. 

* 


“All the taxicabs in our ten 
largest cities couldn’t hold all the 
corporate officers who read News- 
week.” 

Then it’s just as well they’ve 
brought their Cadillacs with them. 
. 

Bill Farson, new president of the 
Newspaper Guild, says bitingly 
that closing up and merging news- 
papers is due to “the profit motive 
alone.” 

Or else lack of profit alone. 


The farmer “still rides pros- 
perity wave,” headlines AA. 

Maybe some of the _ politi- 
cians are looking at farm markets 
through the wrong end of the tele- 
scope. 

+ 

Ford’s choice of an agency for 
its new car will be limited to or- 
ganizations not now handling an 
automotive account. 

But their executives must be 
able to look at the new product 
and decide unhesitatingly which is 
the front end and which is the 
rear. 

* 

“We are always trying to put 
ourselves in other people’s shoes,” 
says Leo Burnett. 

The recent record of account 
switches suggests that this is an 
unchanging characteristic of the 
agency business. 

~ 

Jim Nance says the 1956 adver- 
tising drive for the Packard Clip- 
per will describe it as the car for 
the young at heart. 

Maybe Frankie Sinatra would 
be willing to supply a testimonial. 
e 
The Tire Retreading Institute 
has been formed for the purpose 
of promoting this end of the busi- 
ness, but a lot of skeptics wonder 
whether in an era of lush pros- 
perity you can expect to interest 
people in resoling their shoes or 

their tires. 
. 

A classified advertiser looking 
for a production manager says 
optimistically, “Must be able to 
solve all problems.” 

Maybe he’d better bring his ma- 
gician’s wand with him. 

* 

Botsford, Constantine & Gardner 
describe the ideal fashion writer 
they’d like to have and add, “We 
might get along well even if you 
aren’t perfect.” 

But of course for Jantzen they’d 
like a perfect 36. 

Copy Cus. 
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Automotive advertisers know THE INQUIRER means Action. 
Last year their confidence was translated into 1% million lines of 
automotive advertising in THE INQUIRER ... with added power 
from INQUIRER extras: the full Colorama section of new models 
... the industry’s traditional INQUIRER TV-Auto Show ... the 
INQUIRER quarterly report, “Automotive Facts.” Editorial and 
merchandising extras make THE INQUIRER FIRST FOR 
ACTION in Delaware Valley, U.S.A. 


Big Industries Expand in 
DELAWARE VALLEY, U.S.A. 


$3 72,000,000 in industrial expansion in 
1954, with even more building planned 
for’55! Means bigger incomes, increased 
spending in the World's Greatest Indus- 
trial Area—with annual buying income 
now over $8 billion! 


Che Philadelphia Prquirer 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: West Coast Representatives: 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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Anti-Bait Ad, 
Anti-Gouge Laws 
Are Urged in N. Y. 


New York, Oct. 18—Bait ad- 
vertisers and instalment finance 
gyps were verbally lashed and 
sent to the dungeons today at a 
Conference on Consumer Prob- 
lems called by Gov. Averell Har- 
riman. 

The days that these “unscrupu- 
lous few’”’ can go unprosecuted are 
numbered, if this advisory group 
has its way. Tackling the problem 
of bait advertising, the panel of 
welfare workers, law enforcement 
officers and consumer credit-mak- 
ers, moderated by Dr. Persia 
Campbell, consumer counsel to the 
governor, proposed these remedies 
for the governor’s consideration: 

1. The Council of State Govern- 
ments’ model bait advertising bill. 
This bill would make any adver- 
tisement illegal if used “as part 
of a plan or scheme with the in- 
tent, design or purpose not to sell 
the merchandise, commodities or 
service so advertised at the price 
stated therein or otherwise com- 
municated.” 

This bill also provides that any- 
one engaged in bait offerings 
could be enjoined from such ad- 
vertising. 


® To alleviate the old bugaboo— 
the problem of proving “intent”— 
it was suggested that legislation 
define several acts that would 
show “intent.” It also was sug- 
gested that the proposed $500 fine 
be substantially raised. Further, 
it was proposed that the bill pro- 
vide means to bring media in as 
conspirators with bait advertisers. 

2. Legislation similar to the rent 
overcharge law. It would provide 
that the plaintiff, in municipal 
court, could ask for double or 
treble the damages sustained in 
fraud, plus attorney’s fees. 

3. A preventive, not punitive, 
agency (e.g, the state trade com- 
mission) which would set up 
standards of conduct and ethics 
and then establish them as law. 

4. More effective self-regulation 
by advertising media in determin- 
ing copy acceptance. 

5. More effective self-regulation 


|by financial institutions in deter- 
mining acceptability of commer- 
cial paper, since the vast bulk of 
sales by bait advertisers is on a 
credit basis. 

6. Increased consumer educa- 
tion. 

Probing into the problem of fi- 
nance gouging by instalment cred- 
it companies, the panel first gave 
a clean bill of health to the banks, 
large sales-finance companies and 
other state-regulated agencies. 
Then it directed damning words 


at the “unscrupulous few who are 
out to fleece the unsuspecting.” 
Although opinion was divided on 
whether effective legislation could 
be developed, these recommenda- 
tions were made: 


e Charges for  instalment-sale 
credit should be limited by a 
legal ceiling, since these charges 


are sometimes. “unconscionably 
high”—some ranging up to 75%. 
e The practice of “packing” 


(lumping together charges for in- 


‘or 


surance, taxes, accessories, and 
other fees to hide charges for 
items or services not received) 
should be banned. 


e Repossession costs, which may 
add as much as one-third or more 
to the original debt, should be 


e Signing of blank or incomplete 
contracts should be made unlaw- 
ful. 


e@ Type sizes used in all contracts 


2 a ee 
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should be specified by law. 


e All companies dealing in instal- 
ment finance should be licensed. 


e A central bureau, where the 
“thousands and thousands of over- 
loaded and gouged consumers” 
could go for advice, should be set 
up. 


e Consumer education, particu- 
larly by welfare groups, should be 
increased. 


Why does Family Circle have 
more single-copy sales than 
any magazine ever...more per 
issue than Life, Look and Post com- 
bined? Look inside any issue for 
the top name writers...expert 
editorial to serve your wife... 
delightful features to entertain you 
and the whole family. Over 4,000, 
000 families think so highly of 
Family Circle they get it not by 
matter-of-course subscription but 
by single-copy choice! Family Circle 


Have us Send Pure VERMONT 


MAPLE SYRUP 
$150 


FOUR PINT CANS 
To ONE ADDRESS onty $500 


Per Pint 


Add 35¢ W. Miss. 


For Christmas or Special Occasions 
have us send Premium Quality, Pure 
Vermont MAPLE SYRUP to your 
friends and relatives. BIG pint Vac- 
uum Packed Can, 1955 crop sent 
postpaid. 4 

Avoid tire- 
some shop- 
ping. Let us 
do all pack- 
ing, mailing 
for you. Very 
limited sup- 
ply. 


FREE Book- 
let— Maple 
Recipes in- 
cluded with 


each order. 
1955 Crop 


Send Your Gift List + Write Today 
GREEN MOUNTAIN 
PACKING CO. 


is their magazine—not to dream 
by alone... but to live by! 


Family Cirele has twice 
M°CALLS, GOOD HOUSEKEEPING, 


Here’s the score on single-copy sales per issue: 


FAMILY CIRCLE .... 


Ladies Home Journal ... 
Mesure 2 ee sg Pah OS, 


Woman’s Home Companion 


Good Housekeeping... . . 


4,152,75l 
1,625,160 
1,321,496 
1,083,836 

905,931 


Source: Publishers’ Statements for the period ending June 30, 1955. 
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Advertising Age, October 24, 1955 


Hf ARF Adds 3 Subscribers 

s The Advertising Research Foun- 
dation, New York, has elected 
three new subscribers. They are 
McGraw-Hill Publishing Co., Par- 
ents’ Magazine and Pennsylvania 
State University, the latter as an 
associate academic subscriber. 
Business Week, a McGraw-Hill 
publication, one of the first maga- 
zines to subscribe to ARF four 
years ago, has renewed its sub- 
scription. Current membership of 
ARF is 201. 


| oe aa 


Village Gets New Weekly 

The Village Voice, a weekly 
newspaper covering the Greenwich 
Village area, will be introduced on 
New York newsstands Oct. 26. The 
first issue will be 12 pages, and 
the guaranteed circulation for ad- 
vertisers will be 10,000. Newsstand 
price is 5¢; one-year’s subscrip- 
tion, $2. Publisher Edwin Fancher 
is a practicing psychologist, and 
Editor Daniel Wolf was formerly 
with the Turkish Information Of- 
fice. 
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Lee Uses ‘Vogue’ 
in Campaign for 
Masculine Hat Line 


DaNBURY, CONN., Oct. 18—Frank 
H. Lee Co. plans a spring advertis- 
ing campaign of full and half- 
pages in Esquire, Life, The New 
Yorker, Sports Illustrated and 
Vogue to push its Lee and Disney 
hats. 

The Vogue ad, showing female 


models offering men the correct 
Lee hats to wear, is said to be the 
first men’s hat page to appear in| 
that magazine. Four New Yorker | 
inserts for Disney hats will feature 
cartoons. 

Richard G. Williams, Lee v.p., 
said the company’s “principal ob- 
jective is to show women the hats 
they’d like to see men wear, and to 
focus their influence in this field.” 
He said the campaign is intended 
to get women to come into men’s 
hat departments, either with men 


the newsstand sales of 


JOURNAL OR COMPANION ! 


Every sale is to a family pur- 
chasing agent! Because chains 
locate new stores only in best-sales 
areas, Family Circle automatically 
reaches your best market: young 
families in new homes and new 
neighborhoods around shopping 
centers. Subscription-type maga- 


zines take their circulation wher- 
ever the mail goes—from prospects 
and non-prospects. Family Circle 
gives you circulation wherever your 
market goes: big families in fast- 
growing neighborhoods...where 
your business is best! 


; You cannot reach this vital market effectively with other magazines! 


A continuing national study of 5,800 families conducted by 
the Market Research Corporation of America shows: 


71.6% of Family Circle households received none of these leading weeklies: 
Life, Look, Saturday Evening Post. 


63.0% of Family Circle households received none of these leading women’s 
magazines: Ladies’ Home Journal, McCall's, Good Housekeeping, 
Woman’‘s Home Companion. 


83.6% of Family Circle households received neither of these leading shelter 
magazines: Better Homes & Gardens, American Home. 


to assist in purchases, or alone to 
buy gift certificates. 

Mr. Williams announced the ap- 
pointment of Miss Caye Christie 
as the first woman fashion consult- 
ant in the men’s hat industry. 

E. A. Korchnoy Ltd. is the agen- 
cy. 


Huse Joins P-R Stations 

Edwin R. Huse, formerly with 
WXYZ, Detroit, as an account 
executive, has been appointed v.p. 
of the Patterson-Richards sta- 
tions—WHAR, Clarksburg, W. Va.; 
WKYR, Keyser, W. Va.; and 
WTRX (am and fm), Bellaire, 
O.—with headquarters in Clarks- 
burg. - 


Kacin Joins McCann-Erickson 
Jay Kacin, formerly assistant di- 
rector of radio-television of Gard- 
ner Advertising Co., St. Louis, has 
joined McCann-Erickson, New 
York, as tv film production di- 
rector in the radio-tv creative de- 
partment. 
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SALES—up or down? LABOR—what is it planning? 
MONEY —zight or easy? PROFITS—jat or thin? 


MARKETS—where, when? GOVERNMENT SPENDING 
— faster or slower? 


PRICES — tower or higher? INVESTMENTS — buy or sett? 
TAXES—heavy or light? FOREIGN POLICY 


—gaini losing? 
CONGRESS —who controls? gaining or losing 


—brisk or sluggish? WEATHER—is it changing? 


SCIENCE—new discoveries? YOU YOURSELF —better of? 
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U).s.news & worLp REPORT digs into and 
Rae Bae the essential news each week, 
1 news that is reported and interpreted 

> as to help provide the essential answers. It is 


of ‘today! s SRT ae ee in business, in- 
dustry, government and the professions depend 
on this kind of news for their essential decisions. — 
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*for these advertisers 
in the Armed Forces Market: 


@ P. Lorillard: Old Gold, @ Ronson Lighters (London) 
; — in rd a @R. S. Herbert: Viking Pipes 
Morri arettes 
~_ a © Se Weber Raleigh Tobacco 


@ R. J. Reynolds: Camel, 
Cavalier, Winston ® Zippo Lighters 


The top-circulation TIMES Service Weeklies can sell YOUR product, too... Soe Wy omy 2 
WRITE FOR ARMY TIMES PUBLISHING CO. 2020 o. St., N.W., Washington 7, D.C. eA Tas £Y 
SAMPLE COPIES, B y.s. OFFICES: Chicago, Detroit, Los Angeles, New York, Philadelphia, San Francisco Tteite Tor Hicinan 
RATES & DATA, [ FOREIGN OFFICES: Frankfurt, Honolulu, London, Paris, Rome, Tokyo ie AirForeeTiaars <3 
ms sf 


Army Times * Air Force Times * Navy Times © 


(MEMBERS: AUDIT BUREAU OF CIRCULATIONS) : 


Calvert Realigns Ad, 


Merchandising Staffs 
Calvert Distillers Co., New York, 


has realigned its advertising, sales | | 
promotion and merchandising |) 
staffs under Philip J. Kelly, re-| @ 


cently appointed v.p. of marketing. | 


E. E. Guttenberg continues as v.p. 


and director of advertising and|" 


promotion; Walter Houghton, for- 


merly Lord Calvert ad manager, |. 
becomes advertising and sales pro-|' 
motion manager of Calvert Re-|. 
serve. Ben Frost, previously ad_| 
manager of Carstairs, takes the || 


same position for Lord Calvert. 


S. Jesse Robinson, formerly mer- 


chandising manager of Carstairs, 


becomes advertising and sales pro-|| 


motion manager of the brand. Jack 
Wachtel, merchandising manager 
of all brands, continues in that 
position. 


Claussen Moves to ‘R&E’ 

R. Jerome Claussen, formerly in 
the Chicago office of Reinhold 
Publishing Corp., has joined Re- 
search & Engineering as midwest- 
ern district manager. 
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number two of a series: 


hotel men switch to motels! 


what greater tribute to motel industry’s potential? 


Did you know... 


...the Dinker hotel chain is planning to buy 
and/or build 50 motels? 


. ..the Sheraton corporation is building a $2,225.- 
000 motel, the first possible Sheraton motel 
chain? 

. ..the Knott hotel corporation opened a $450,000 
motel opposite the Pittsburgh airport early this 
year? 

...the Heidelberg hotel owner, Jackson, Missis- 
sippi, is building a $500,000 motel near Jackson 
with plans to build two more? 


...Corrigan interests in Texas, owners of many 
hotels, already have four motels in Dallas? 


. .. Associated Federal Hotels, a major hotel chain, 
now operate several motels? 


...Howard Johnson already has a motel chain 
started with plans to continue indefinitely across 
the country? 


...Hot Shoppes people have the world’s largest 
motel under construction across from the Penta- 
gon? 

The “big switch” is on... and the trend to motels 
has virtually developed into a complete “migration” 
of hotel owners/operators . . . a complete about-face 
. . . landing these hotel men right in the midst of 
motel operations. Incongruous? We think not, for 
smart businessmen are always alert to take advan- 
tage of exciting, lucrative business opportunities. 
And without a doubt, the motel industry offers just 
such an opportunity today—and more. 


Without reservation as to size, both large and 
small hotel operators are making tracks for the 
motel industry, through outright purchases, new 
building or expansion of present facilities. And the 
consensus of opinion of these hotel men is that the 


motels “fill up” first, and subsequently supply the 
hotels with the overflow. 


What has caused this trend? Pure and simple, 
most hotel men figure they just can’t afford to buck 
a trend that has virtually become an American insti- 
tution. Also on the debit side is the fact of continual 
rising hotel costs and the marked decline in room 
occupancy (from 92% in 1945 to 74% in 1955). 
No rosey picture, especially when considered in the 
light of the irritating traffic problem encountered 
by hotels, tipping, etc. 


What are the prospects for the motel field? 
Bigger and better ones to come, of course, and more 
of them—over 3,000 more per year, in fact! And in 
the midst .of this herculean growth pattern, you'll 
find AMERICAN MOTEL... the publication that’s 
been instrumental in teaching motel owners (both 
veteran and neophytes) how to buy and how to 
operate a motel business. A peek into the circulation 
records will reveal just how much the motel own- 
ers/operators of America today depend on AMERI- 
CAN MOTEL. In 1950, 5,000 motels read it. 
Today, more than 23,000 motels make it a regular 
reading habit. You'll know why, too, once you see 
a copy. 


With this continued motel prosperity comes ex- 
panded sales potential . . . fertile fields for you to 
explore. There’s no better way to reach the men 
responsible for the king’s share of motel buying 
than to reach them through AMERICAN MOTEL, 
the book they live by. Now’s the time to investigate 
just how AMM'’s penetrating-coverage of the motel 
industry can be converted into SALES for you. And 
remember—AMERICAN MOTEL is the only 
“FULLY QUALIFIED” ABC publication in the 
motel field! AMERICAN MOTEL magazine, a 
Patterson Publication, 5 South Wabash Avenue, 
Chicago 3, Illinois. 
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Advertising Age, October 24, 1955 


CHARLES W. TENNANT JR. has been 

named director of advertising of 

Miles Laboratories Inc., Elkhart, 

Ind., a new post, effective Nov. 15. 

Mr. Tennant currently is creative 

director of Geosfrey Wade Adver- 
tising, Chicago. 


Publisher Should 
Cultivate Multiple 


Personality: Putman 


Cuicaco, Oct. 18—Publishers 
should be persons of multiple per- 
sonalities in relationships with 
their sales representatives, Russell 
L. Putman, president of Putman 
Publishing Co., told members of 
the t.f. Club of Chicago at a meet- 
ing yesterday. 

“A publisher should be part 
father, part teacher, part house- 
keeper and part s.o.b. to his sales- 
men,” Mr. Putman said. His topic 
was “What Publishers Can Do to 
Help Sales Representatives.” 

Mr. Putman also listed the fol- 
lowing as the ways a publisher 
could help the men who sell space 
in a publication: 


@ Produce a good product. 


e Dress up the publication and 
make it attractive. 


@ Define the field that the publi- 
cation serves and provide the rep- 
resentatives with aecurate infor- 
mation on that market. 


e Train salesmen and make sure 
they know how to sell. 


e Employ effective promotion of 
the publication. 

A publisher also should pay his 
salesmen well and on an incentive 
basis if he is to get the best re- 
sults, Mr. Putman said. And the 
publisher should provide super- 
vision of the sales department, he 
added. 


® Harvey Scribner, president of 
Russell T. Gray Inc., told the space 
salesmen that agency men, space 
salesmen and clients should be a 
team. 

Agencies and _ representatives 
should work together more closely, 
Mr. Scribner said. Space salesmen 
should come to the agency for in- 
formation on the problems of cli- 
ents instead of bothering the cli- 
ents, and the agencies should 
cooperate by providing them with 
the desired information, he added. 


Bartczak Affiliates with Agency 

Gene Bartcezak Associates, Buf- 
falo, public relations counsel with 
offices in New York, Long Island 
and Buffalo, has affiliated with 
Lynn-Western, Los Angeles agen- 
cy. Both organizations service 
companies in the industrial fields. 


Agency Retains IMR 

Arndt, Preston, Chapin, Lamb & 
Keen, Philadelphia, has retained 
the Institute for Motivational Re- 
search, Croton-on-Hudson, N.Y., to 
supplement its own research or- 
ganization. 
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magazine of modern cons 


Out of 671 sales messages placed by different 
advertisers in the four monthly construction 
magazines during the first nine months of this 
year, 473 appeared in CONTRACTORS AND 
ENGINEERS. Only 282 were placed in the near- 
est leading publication. Yes, by actual count, 
2 out of 3 advertisers used the big construction 
magazine, CONTRACTORS AND ENGINEERS, to 
sell the big construction market! And—the 
record further shows that CONTRACTORS AND 
ENGINEERS ran more sales messages than the 
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next two publications combined . . . positive 
evidence that advertisers continue to rely on 
CONTRACTORS AND ENGINEERS to sell the big 
construction market. 

Write for a copy of CONTRACTORS AND 
ENGINEERS today. It’s the same size as this 
page and thus can speak for itself most elo- 
quently. See how it can help increase your 
sales to the big, booming construction market 
by assuring increased reader traffic, reader 
interest, and reader results! 


Contractors and 
Engineers 


magazine of modern construction 


470 Fourth Avenue, New York 16, N. Y. 
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Over 125 million consumers travel the streets and highways of America every 
day, winter and summer. And they all see outdoor advertising! That’s why 
your best buy is the big board. For frequency . . . flexibility . . . coverage 
and color . . . at lowest cost, no other medium can match the power and 
economy of Outdoor Advertising. It delivers an immense circulation at the 


rate of only 15c per thousand for the average national campaign. 
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“IT ONLY TAKES 1 IN GREEN BAY 


Large family ... one umbrella 


Rain or shine, you cover the complete 

Green Bay trading zone in the Press-Gazette 
alone! Get complete, undivided readership day 
and night. Talk to one-half billion buying 
dollars*. With low milline rate, high return. 

Just 1, the Press-Gazette, does it. 
*$450,000,000 annual wholesale-retail sales. 
Phil McClosky, Manager, General Advertising. 


Be Number lin GREEN BAY 
Buy the PRESS-GAZETTE 


GREEN BAY, WISCONSIN 


Award Established for Best 
in ‘Journal of Marketing’ 


Journal of Marketing, quarterly 


keting Assn., Chicago, has been) 


ternity. The award of $100 will go) 
to the author or authors who write 


year. 
Responsibility for selecting the | 
winner will rest with the editorial | 
board of the Journal of Marketing. 
Both members and non-members 
of the American Marketing Assn. 
may contribute to the Journal. 


WABC Appoints Noble 


Robert E. Noble Jr., formerly 
station relations regional manager 
of American Broadcasting Co., has 
been appointed sales manager of 
‘'WABC, New York. 


These are the actual words of 
Gerald M. Loeb, noted Investment 
Broker and author of the best- 
selling book,“The Battle for Invest- 
ment Survival.” 


* 7 * 


Mr. Loeb is one of many promi- 
nent business and professional men 
and women whose names you will 
find in “Who’s Who in America,” 
and upon whose hearing aid, you 
will find the name Zenith. 


Their purchase of Zenith Hearing 


Aids results, not merely from a 


Sa 


high sense of value, because these 
leaders in business, scientific and 
social life can afford to pay any 
price. 


They cannot afford to compromise 
with quality—in any respect. And 
since all hearing aids are available 


to them, it is simple common sense 
to select the one that gives the best 
day-after-day, month-after-month 
performance. 


ZENITH RADIO CORPORATION 
5801 DICKENS AVENUE, CHICAGO 39, ILLINOI§ 


“I would gladly spend *LOOO 
for a Hearing Aid, but my *5O Zenith 


gives me perfect satisfaction” 


yim Sod 


standing article appearing in the |{ 
magazine of the American Mar- | F 
established by Alpha Kappa Psi,/| 7 


national commerce honorary fra-|§ 


the best article during each volume | ¥ 


1 SAE 
a “ 


Advertising Age, October 24, 1955 


ne 


‘ ae 
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ee 
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OPENING SHOT—This ad, appearing 
Oct. 13 in the Chicago Tribune, 
launched the “largest campaign for 
frozen foods in the Chicago area,” 
for a new line of frozen entrees by 
Holloway House, a new division of 


John R. Thompson Co., restaurant 
chain. 


Thompson Chain 
Markets Frozen Foods 


Cuicaco, Oct. 18—Frozen food 
marketers have been joined by a 
national restaurant chain, John R. 
Thompson & Co., which last week 
opened “the biggest campaign 
for frozen foods ever made in the 
Chicago market.” 

Holloway House, newly-formed 
frozen food division of Thompson, 
will run color pages in the Chicago 
Tribune through the fall and win- 
ter, 1,000-line ads in the Chicago 
Daily News, tv spots on the local 
WNB@Q show, “In Town Tonight,” 
and pages in Food Mart News. 

Plans are in the making for na- 
‘ional distribution on a market-by- 
market basis later this year. The 
four products—Swiss steaks, beef 
patties, macaroni & cheese and 
stuffed green peppers—already are 
in local chains and supermarkets. 

Henri, Hurst & McDonald Inc., 
Chicago, is the agency. 


Capper Promotes Weber 

Capper Publications Inc., To- 
peka, Kan., has promoted Tom E. 
Weber to manager of the south- 
western sales territory of the pub- 
lications. Mr. Weber succeeds Keith 
Swinehart, who resigned to enter 
his own business as an LP gas dis- 
tributor. Capper also has promoted 
Wallace D. Inman from managing 
editor to editor of Capper’s Farmer 
and Cordell Tindell from associate 
editor to editor of Missouri Rural- 
ist. 


Gardner to NBC Spot Sales 

Edward E. Gardner, formerly tv 
sales maanger for Headley-Reed 
Co., has joined the Chicago staff 
of NBC Radio Spot Sales. 


Hottest Town 
in Florida 


Hot, that is, from a 
Sales standpoint. Warn, 
that is, for winter visi- 
tors. Cool to pessimists. 

Orlando leads Miami, 
St. Petersburg, Macon, Ga. 
and Amarillo, Texas in 
percentage of Sales In- 
creases for July. 

ABC now gives us over 
100,000 City Zone. 

We outsell Miami, Jack- 
sonville, Tampa papers in 
our 5counties3tol... 
Our 400,000 People spend 
$500 million a year. 


Orlando Sentinel-Star 


MARTIN ANDERSEN 
Owner, Ad-Writer & Galley Boy 


Orlando, Florida 
Not. Rep. Burke, Kuipers & Mahoney 
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Another Big Year For Builders 
Looms In 1956, Authorities Agree 


Reports that the fast home build- 
ing pace is slowing in various met- 
ropolitan cities across the country 
should not be construed that the 
building “boom” is about to bust, 
according to Practical Builder edi- 
tors. 

On the contrary, Practical 
Builder points out, 1955 is sure to 
wind up with the greatest light 
construction dollar volume in his- 
tory. New residential dollar volume 
will equal or pass last year’s rec- 
ord, while non-residential light 
construction as well as remodeling 
and repair volume seem sure to set 
new records. There appears to be 
little evidence that this picture will 
change materially in the coming 
year, although it is likely there will 
be some “shifting in the bulges” 
that appear in construction’s sales 
volume curves for 1956. For ex- 
ample, new home building starts 
will probably tail off slightly from 
their 1945-55 peaks. 

However, a drop in home build- 
ing starts should not be alarming 
to manufacturers who are setting 
their sales and advertising sights 
for 1956 because home building 
should be given only its due im- 
portance as part of the entire Light 
Construction Market. For, big as it 
is, new home building dollar vol- 
ume accounts for little more than 
40% of the total light construction 
volume today, and will quite likely 
account for a smaller percentage in 
the years immediately ahead. 
That’s because the other segments 
—commercial building, light indus- 
trial and institutional building 
farm building, remodeling and 
modernization, etc.—will add up to 
increasingly greater volume. 


Building's Biggest Business? 


Take remodeling and moderniza- 
tion, for instance: In 1954, accord- 
ing to governrment figures, this 
segment of the Light Construction 
Market totaled $13.5 billion in vol- 
ume, compared to $14.4 billion in 
new home construction. And, ac- 
cording to the Practical Builder- 
Building Supply News “Red Letter 
of the Building Market,” remodel- 
ing and modernization promises to 
be building’s biggest business in 
1956. 

The “Red Letter” (copies on re- 
quest) lists a number of compelling 
reasons why remodeling and mod- 
ernization will be big business in 
1956 and for years to come. 


Here are just a few: 


—77% of America’s homes are 
more than 10 years old— 
half are more than 30 years 
old! 

—16 million homes have no 
central heating, 9 million no 
hot water, 9.4 million no 
bathtubs! 

—Of the 23% of our housing | 
that can be called “new” 
(less than 11 years old), only 
10% have 1,000 sq. ft. of 
floor space; the minimum 
requirement for the aver- 
age family! 


Regarding remodeling and mod-_ 
ernization opportunities for 1956. 
particularly, the “Red Letter” con- | 
tinues, “‘no sales executive can long | 
remain unaware of such tremen- | 
dous all-industry remodeling and | 
modernization drives as ‘Operation | 
Home Improvement’ (sponsored 
by the U.S. Chamber of Com- 
merce), ‘ACTION’ (the building | 
industry’s ‘committee to improve | 
our neighborhoods’ ), or the numer- | 
ous other campaigns planned by 
associations and leading manufac- 
turers.” 


Look At The Entire Market 


As for Commercial and Light In- 
dustrial building, these segments | 
have considerably accelerated in | 
pace this year (they accounted for | 


more than 15% of the total Light 
Construction volume in 1954). For 
1956 and the 5 years immediately 
ahead, there is ample evidence that 
both segments will experience a 
real boom. Remember—most of 
this building is done by the same 
builders who do home building as 
well as remodeling and moderniz- 
ing. Mr. W. Watson, Chairman of 
the Construction and Civic De- 
velopment Committee, U. S. De- 
partment of Commerce, describes 
the country’s need for this type of 
construction as “critical” for the 
next decade—‘“crucial” for the 5 
years till 1960. 

Shortages in the non-residential 
segments of the market (schools, 


hospitals, other institutional con- 
struction, etc.) are best dramatized 
by the illustration pointing out that 
we will need to build a new class- 
room every 5 minutes for the next 
5 years just to catch up and keep 
up with the need. And perhaps the 
most neglected segment of all—the 
farm building market—is being 
concentrated on by the major pro- 
ducers of steel and aluminum 
whose aggressive selling effort is 
opening the eyes of other building 
material producers to the potential 
they’ve been missing. 

In recent years, public construc- 
tion has been a relatively small 
factor in light construction totals, 
but 1956 will see this segment of 
the market increasing considera- 
bly. One evidence is the recent 
change in government regulations 
reducing the amount of work that 
a general contractor must perform 
with his own working forces from 
25% to 12% on Federal building 
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contracts. Thus, more contract 
work under the new lease-pur- 
chase program will be open to local 
construction firms. Most such proj- 
ects will be in relatively small 
towns and involve post office and 
courthouse buildings. 


10 Year Average: $60 Billion 


So the outlook for 1956—the next 
5 years and the next decade—is 
very good. The opportunity for 
building products manufacturers 
was effectively summed up by Dr. 
George Clive Smith, F. W. Dodge 
economist, speaking before the 
Producer’s Council early this 
month: “During the next 10 years 
we will pour $600 billion into 
building materials, construction 
labor and services. 12 million new 
houses ($144 billion) will be built.” 


“This forecast,” Dr. Smith said. 
“is conservative. It does not antici- 


pate any construction boom, but 
simply a normal growth in line 
with the expansion of the nation. 
It actually allows leeway for a mild 
recession during one or two of the 
10 years.” 

Practical Builder’s advice to all 
manufacturers who size up the 
light construction market is that 
they be sure to appraise it in total. 
Except for a relatively few “opera- 
tive” builders in large metropolitan 
areas who specialize in new home 
construction only, most builders do 
all types of building—new residen- 
tial, non-residential, remodeling 
and modernization. The great bulk 
of them are located in communities 
of 50,000 and less (where more 
than 80% of this building is done 
in a typical year). 

It is, therefore, a matter of lining 
up your sales and advertising ef- 
fort to expose your message to the 
greatest builder buying power you 
can possibly reach. 


PB is edited for Builders...only! 


Why is this important? It’s as simple as the old axiom: “Jack of all trades, master of 


none.” Practical Builder is a builder’s magazine and its editorial fare hews to the line. 


We do this one job and do it well. Our rewards (and our advertisers’) are commen- 


surate. There is no dilution of editorial service to appeal to a cross-section of industry 


“influences? practical builder reaches buyers, not influences. And it serves them 


better than any other builder-magazine. Our job is to help builders do a better job in every 


phase of light constructio 
modernizing, maintenant 
functional, useful; and, a 
wants and needs. Result? 


gives you the largest buile 


: residential and non-residential; commercial and industrial; 

re and repair. The pages of Practical Builder are informative, 
bove all, authentic and practical. They give the builder what he 
Practical Builder is the preferred magazine among builders; 


ler-buying-power; serves the largest number of advertisers! 


...0f the light construction industry 


© INDUSTRIAL PUBLICATIONS, INC., CHICAGO 3. Also publishers of 
Building Supply News and other leading building industry magazines. 
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A eth page 
like this 
gives you: 


| 

| 

* low-cost campaign continuity | 

* quick package identification in | 

color | 
* surrounding editorial material 

to hold your audience ! 

I 

| 

| 
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* proved exceptionally high 
readership 


* circulation of 10,709,848 in 
America’s major markets 


* alternating middle and bottom 
position assure your product 
maximum exposure 


Get the facts now 
on the greatest 
new buy in 
print media! 


THE COMIC WEEKLY 
The Only NATIONAL Comic Weekly 


£3 Vesey St., N. Y.; Hearst Bldg., Chicago; | 
Hearst Bldg., San Francisco 


ALBANY —Times-Union « BALTIMORE—American « BOSTON — 
Advertiser +» CHICAGO—American—Daily News* + DALLAS— 

Times Herald + DETROIT—Times + HOUSTON--Post + LOS 
ANGELES—Examiner + MILWAUKEE—Sentinel - NEWARK— 

Star Ledger* » NEW YORK—Journal-American—N. Y. (Sunday) 

Mirror + LONG ISLAND—Press* + PHILADELPHIA—Bulletin | 
PITTSBURGH—Sun-Telegraph « PORTLAND—Oregonian + SAN 
ANTONIO—Light + SAN FRANCISCO—Examiner + SEATTLE— 
Post-Intelligencer » ST. LOUIS —Globe-Democrat - SYRACUSE — | 
Herald-American « WASHINGTON —Post-Times-Herald 


*Optional 
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284,706 corporate officers or titled executives 
pay for and read THE ROTARIAN. 
81% are in industry or business 
19% are in the professions 
and 90% buy material, equipment, supplies 
or services for their firms. 


Reach these men effectively and economically through 
their own magazine .. . THE ROTARIAN. 


313,889 Average Total Net Paid ABC (Dec. 1954) 


Enicar Runs Biggest Campaign 

Enicar Watch Corp., New York, 
has announced it will run the big- 
gest ad campaign in its history this 
fall. The drive will feature the 
“ultrasonic” process which allows 
the owner of an Enicar watch “to 
forget about cleaning and oiling 
for three years.” National maga- 
zines will be used, with the cam- 
paign starting with a half-page in 
the Nov. 21 Life. Gramercy Adver- 


tising Co. is the agency. 


Advertising Age, October 24, 1955 


State Farm Papers Can Boost a Short 
Line Where It Counts, Kewanee Finds 


| 
_ Cnicaco, Oct. 19—‘“The beautiful farm advertising agency. Mr. Cald- 
thing about farm advertising is well is talking especially about 
that your advertising can parallel one client, Kewanee Machinery 
sales.” '& Conveyor Co., Kewanee, IIL, 
So says B. P. (Ben) Caldwell whose advertising consists very 
Jr., co-partner in Van Auken, Rag- largely of two-color ads in state 
land & Stevens, industrial and and regional farm papers, plus 


22% MORE LOCAL SALES TO FILE! Smile, 
Yolanda. We’re getting you an assistant for those 
contracts. The way KYW is moving cars, food, soap, 
appliances, cosmetics and so on, you'll need one. 


si 21% MORE LISTENERS TO PLEASE! That, accord- 

’ ing to the latest Nielsen figures, is our lead over the 
No. 2 station in Total Station Audience. All these people 
were supposed to be on vacation. Where were they? 
Glued to their radios, making KYW the NUMBER 
ONE Station in the nation’s Number 3 Market. 


GR-R-REAT YEAR 
AT KYW- PHILADELPHIA! 
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22,828 MORE LETTERS TO OPEN THAN LAST 
YEAR! First nine months last year—93,700 letters. 


Same period this year—116,528 


Give that girl a new letter opener. 


RADIO 


BOSTON —W8BZ+WBZA 
PHILADELPHIA— KYW 
PITTSBURGH —KDKA 
FORT WAYNE—WOWO 
PORTLAND — KEX 


KPIX REPRESENTED BY THE KATZ AGENCY INC 


ALL OTHER WEC STATIONS REPRESEN 


WILL THE SITUATION INCREASE? 


Will advertisers and listeners continue to 
smother KYW with love, letters and influence? 
To find out, tune in Bob Teter, KYW, LOcust 
4-3700, or Eldon Campbell, 
ager, at PLaza 1-2700, New York. 
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WESTINGHOUSE 
BROADCASTING COMPANY, INC. 


TELEVISION 


BOSTON —W85Z-TV 
PHILADELPHIA—WPTZ 
PITTSBURGH—KDKA-TV 
SAN FRANCISCO— KPix 


|one-minute radio spots. 

Kewanee gives its methodical 
advertising program considerable 
credit for an unusual sales record 
over the last few years—unsual in 
that its sales have continued to 
rise despite a generally fluctuating m4 
farm implement market. The com- ae 
pany has managed this despite a 
several apparent disadvantages. 


—t oe 


® One is that it is a short-line 
company amid a host of full-line a 
giants. The company makes only Ni 
five products—two kinds of har- ey 
row, two sizes of farm elevator Bs 
and a wheels-and-frame wagon ; 
gear. : 

Furthermore, the company dis- 
tributes nationally through the 
franchised dealers of the long-line 
manufacturers, and a lot of these 
have competing products. This 
makes the advertising program re- 
sponsible for helping to create a 
very special brand preference in 
the farmer’s mind—and it must be | 
done on an advertising budget of 
less than $200,000. 

One solution has been product 
improvement, with an eye to 
bringing Kewanee to the fore as 
a producer of modern machinery. 

The company has put auto-type 
wheels on nearly all of its equip- 
ment—the disc harrow, the small 
elevator or hopper and even the 
huge 42’ wide spike-tooth har- 
row. Out of it has come a slo- 
gan—“‘Kewanee Puts Farming on 
Wheels.” ‘ 


————————— 
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® To get this idea across, Kewanee ] 
advertises carefully, and locally, ' 
placing its product ads where 
they’ll do the most good according 
to a closely-analyzed market study | 
of what kind of farmers are where, 

and what machines they use or 
need. And in the farm market this 
sharp focus can be carried through 
into the media, says Mr. Caldwell. 

“In many fields, most of the ad- 
vertising is national,” he told AA. 
“But in the farm market you have 
state, sectional and national farm 
papers, local newspapers, radio ft 
and tv. We can distribute our ad- _ 2 es 
vertising in exact relation to sales 
or potential, almost to the county 
level.” 

This means a lot of different ads, 
and Van Auken mixes up both ad 
sizes and products, according to 
market characteristic, trying for a 
combination of eye-appeal and de- 
tailed product information in each. 
Where possible the company in- 
cludes complete dealer listings. 


letters. Hmmmmmmm. 
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WBC Sales Man- 
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® The radio spots are dramatic 7 
(“260,000 tractors start to work ] 
every morning in Iowa...”), and 
burn in the Kewanee name as 1 
many as 15 times per spot. The 
company also puts out a million 
copies of a 16-page catalog bro- 
chure annually. 

One of the best features of 
sales-oriented advertising, accord- 
ing to Mr. Caldwell, is that “we i 
can tell distributors that, ‘You’re =a 
going to get advertising in propor- 
tion to your share of sales.’ 

“This works like magic on the 
distributors,” he said. “According 
to them, it’s a ‘fair shake.’ ” 

Kewanee’s regular farm paper 
list includes Dakota Farmer, Farm 
& Ranch, The Farmer, Kansas Far- 
mer, Missouri Ruralist, Nebraska 
Farmer, Ohio Farmer, Prairie Far- 
mer, Wallaces’ Farmer & Iowa 
Homestead and Wisconsin Agri- 
culturist & Farmer. 
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dynamic influence.... 
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ow do you blow open a jammed market? 


Impossible? Not at all . . . if you use the explosive in the right place. 


Every business, industry, and trade has its leaders. They are the pace setters. ; 
Their behavior, opinions, and buying habits set the pattern for others. 
Touch off the leaders . . . and you'll sell the rest. Blast the key men... 


and you'll move the entire market. 


This is dynamic influence—the power of a few men to move many . . . to 


| 
break a log jam in the toughest market. } 
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CHILTON gives you the 
force that moves men 


with dynamic influence 
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Chilton is read/by the | 


7o advertisers . . . sustained reader interest in 


Chilton Publications provides the ideal atmosphere for 
selling goods and services to the men who count—the men 


of dynamic influence. 


This proved readership rests on a solid foundation—con- 
tinuing editorial excellence. Ninety-two full-time editors 
travel almost a million miles a year in personal search for 
facts, figures, and news vital to Chilton readers. Chilton 
editors know who their readers are. They know what their 


MoT : readers need. They know what their readers read. 


This kind of reporting makes Chilton the authority in 
every field we serve. This kind of reporting attracts readers 
who are 


men of dynamic influence 


CHILTON 


COMPANY 


CHESTNUT AND 56TH STREETS, PHILADELPHIA 39, PA. 
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KIOSK BURROUGHS—Burroughs Corp., 

Detroit, uses this striking “news- 

stand” at sales meetings to drama- 

tize the extent of its national ad- 
vertising effort. 


Wage Differential 
Among U.S. Workers 
Has Narrowed: Study 


WASHINGTON, Oct. 18—A Census 
Bureau study shows that the 
“spread” between lower and high- 
er paid workers has narrowed sub- 
stantially since 1939 in virtually 
all lines of employment. 

On an over-all basis, the per- 
centage of total wage and salary 
payments going to the lowest fifth 
of the workers remained un- 
changed between 1939 and 1951, 
totaling only 3% in both years. 
The percentage going to the second 
lowest fifth increased from 8% in 
1939 to 10% in 1945 and 11% in 
1951. 

The middle fifth increased its 
share from 15% in 1939 to 17% in 
1945 and 19% in 1951. The second 
highest fifth accounted for 24% 
in 1939 and 26% in 1945 and again 
in 1951. 


® The increases were at the ex- 
pense of the top fifth, which had 
49% of the wage and salary in- 
come in 1939, but was reduced to 
44% in 1945 and 42% in 1951. 

The study, by Dr. Herman P. 
Miller, was published by John 
Wiley & Sons, N. Y., but was spon- 
sored by the Census Bureau and 
the Social Science Research Coun- 
cil. It is called “Income of the 
American People” and sells for 
$5.50. 


Ma Brown Pickles Star in 
Squire Dingee Holiday Drive 

Aeholiday promotion program 
centering on one Ma Brown pickle 
product, combining an “earn-an- 
ad” program for dealers and gift 
jar of pickles for consumers, will 
be launched this month by Squire 
Dingee Co., Chicago, packer of 
pickles and preserves. The promo- 
tion, which will award dealers an 
advertising allowance based on 
the number of cases of Ma Brown 
Sweet-Dill-icious pickles ordered 
during the campaign, will run 
through December. Some 60 news- 
papers in the midwestern and 
southwestern states will participate 
in the program. 

Buyers of the featured product 
will get a refund of the cost by 
mailing the labels to the company. 
L. W. Ramsey Co., Chicago, is the 
agency. 


Napco Industries to PR Board 
Public Relations Board, Chicago, 
has been appointed to handle pub- 
lic relations for Napco Industries 
Inc., Minneapolis automotive parts 


_|NYU Sets Agency Seminar 


_jority given to agency presidents, 


‘jagers, is offering a 10% discount | 


=| time page rate remains $600. 


agencies prepare plates of 100-line 
screen. 


Plans for the sixth annual semi- 
nar on_ successful advertising 
agency management have been an- 
nounced by New York University’s 
division of general education. The 
first of six weekly sessions will be 
held at the Washington Square 
Center, Oct. 25. Personnel, ac-| 
counts, new business, taxes and | 
profits will be discussed by agency | 
executives. Membership in the} 
seminar is limited to 100, with pri- | 


* \\ 
Serving some aN 
Wilt, at Ly 


of The Nation’s finest [TELS SAB) 
advertising agencies 


Diy 
ELECTRO-MATIC 


attention to detail photo-engravers 


\ ' 


treasurers, controllers and account | 
executives. 


‘Compact’ Offers Discount: 


Switches to Letterpress 
Compact, a magazine for teen-| 


to advertisers using 10 pages with- 


in a year, effective Jan. 1. One-| delaware 77-1277 


10 w. kinzle st., chicago « 

Effective Feb. 1, the magazine 
will change from rotogravure to 
letterpress, which will require that 


phone or write for your grey scale and color tint 


guide... it’s yours for the asking... FREE! 


manufacturer, and its divisions. 


.The public relations counsel has | 
appointed Mrs. Alice Alexander, | 
formerly with the Chicago Sun- | 
Times, a service executive. | 


74 million 
prosperous 


prospects 


Salt Lake 
Intermountain 
Market 


EXTRA F e « This one big unified Salt Lake Intermountain market is extra rich .. . a veri- 
table treasure chest with nearly two billion dollars* in effective buying income. 

| EXTRA F e e This rich Mountain West empire is growing extra fast ...5.7 percentage points 
above U.S. Average. ABC retail trading zone now boasts almost a million 
persons... and 8 out of 10 families read these papers daily! 

EXTRA F e e This treasure chest of the West is extra easy to open when you use the com: 
bined power of The Salt Lake Tribune and the Deseret News and Telegram, 
the only two papers that serve and sell the entire market. Add impact to your 
advertising with color. 


*$1,861,568,000 to be exact! 


Che Salt Lake Tribune 


at BEST in 
> "hp 


penitrc, 
. (MORNING & SUNDAY) CU: 
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- DESERET NEWS ww. C 


Salt Lake Telegram (eveninc) 


Represented Nationally by: MOLONEY, REGAN & SCHMITT, INC., Metropolitan Sunday Newspapers 
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Geoffrey Wade Appoints 


Geoffrey Wade Advertising, Chi- 
cago, has reassigned several mem- 


AUSTRIAN ADVERTISING 


Chamber of Commerce 


bers of its staff. Lawrence W. 
Davidson, formerly creative di- 
rector, has been named product 
service director; Booth Luck, pre- 
viously television director, has been 
appointed director of spot televi- 
sion and the tv film department; 


director of radio programs. 


Is radio-electronics too BIG? 


rN 


Some folks, who don't want to be too busy, 
complain that technical radio magazines are 
too thick and the Radio Engineering Show too 


vast! 


We therefore address this ad to those market 
planners, executives and dreamers who believe 
in a bigger America and a radio-electronics 
market that grows. If you are one of these, write 
today for your copy of Report No. 1...a study 
of what interested 42,133 visitors at the 1955 
Radio Engineering Show and how they buy. 


Engineers are educated 
to specify and buy! 


INSTITUTE OF RADIO ENGINEERS 


: = Proceedings of the IRE 


Advertising Department 


1475 Broadway, New York 36, N. Y. 


» McCann-Erickson Inc., Los An- 


TV Drive Promotes 
Frozen Lemonade as 


All-Year Beverage 
Los ANGELEs, Oct. 18—Follow- 


NBC-TV programs this month and 
next to push the slogan: “Any 
time is time for a Lemonade Lift.” 

The Lemon Advisory Board’s 
advertising is an industry program 
for all brands of California frozen 
lemonade. 

A total of 15 participations will 
be used on NBC’s “Today,” “To- 
night,” and “Home.” Most com- 
mercials will stress lemonade as a 
pleasing drink at any time of the 
year, but some emphasis will be 
given the use of lemonade as a 
base for punch. 


® To get the cooperation of food 
stores in promoting lemonade as a 
stock item throughout the year, the 
campaign is being merchandised to 
the trade through ads in Chain 
Store Age, Food Topics, Frozen 
Food Age, Nargus Bulletin, Pro- 
gressive Grocer, Super Market 
Merchandising, Supermarket News, 
and Western Packing News Serv- 
ice. 


geles, is the agency. 


Drive Tells of Move 

Helen A. Kennedy Advertising, 
Oakland, Cal., has launched a cam- 
paign in 73 California newspapers 
to advertise the moving of Insur- 
ance Securities Inc. into new head- 
quarters at 2030 Franklin St., Oak- 
land. The ads were placed from 
Yreka to San Diego in newspapers 
covering areas of the 190 repre- 
sentatives of Insurance Securities, 


a $210,000,000 trust fund operation. 


POWERFUL, PROVEN FORMER NETWORK 
PROGRAMS NOW AVAILABLE LOCALLY 
IN CHICAGO!! 


“MY LITTLE MARGIE” 


10:00-10:30 A.M. 
Monday thru Friday 


441 N. Michigan Ave. 
Chicago 11, Ill. 


‘The 


STU ERWIN SHOW™ 


10:30-11:00 A.M. 
Monday thru Friday 


BOTH SHOWS AVAILABLE FOR PARTICIPATIONS OR FULL SPON- 
SORSHIP AT LOW, LOCAL DAYTIME RATES! 


G: 


Be Chicago 


hat athe 


we, ae 


For your best radio buy in Chicago, it’s WGN—reach- 
ing more homes than any other Chicago medium 


-TV 
sie 2 


oS 


Getting Personal 


AGENCY ; . Edward G. Wilson, v.p. and general counsel for J. Walter Thomp- 
ack Farnell, formerly director of augural , ob. : 

16, Wollzeile, Vienna J = vomrams. te b = aon be ing = success of Pe x — son Co., has been named chairman of the advertising division of the 

Tel: R 295 50 racio programs, has ” winter campaign last year to p United Hospital Fund’s 76th annual fund-raising appeal. Besides 
Telegrams: OEWERBEGE director of tv network programs;|mote frozen lemonade as an all- . - : , : 6 appeal. 

Incorporated Practitioners lPeter C. Lund, with the ear b L Products directing this $40,000 drive, Mr. Wilson also serves on the board of 

in Advert | : . agency | year beverage, the Lemon managers of the State Charities Aid Assn. of New York 

Member of the International since 1933, succeeds Mr. Lund as|Advisory Board will use three 8 ; W XOFrk... 


Hal Shanafield was recently reelected national commander of 
the Coast Guard League at the organization’s 10th annual national 
convention, held in San Diego, Cal. Mr. Shanafield, who is asso- 
ciated with Florists’ Telegraph Delivery News, is also on the faculty 
of Northwestern University, Evanston, Ill... 


ky 


COSMO REUNION—Four members of the Chicago sales staff of Cosmo- 

politan in the early ’20s were together at a recent social affair. Left 

to right they are Jack Louis, Needham, Louis & Brorby; Jim Au- 

brey, Aubrey, Finlay, Marley & Hodgson; Joe Barnett, Comic 

Weekly, and Stan Gibson, retired. The occasion was the thirty-fifth 
wedding anniversary of Mr. and Mrs. Barnett. 


Peter H. Whelen, advertising and sales promotion manager of 
Motorola Canada Ltd., has been elected president of the Toronto and 
district branch of the Canadian Diabetic Assn... For his important 
contributions to the field of animated motion pictures and for his 
excellent handling of nature subjects, the Society of Motion Picture 
and Television Engineers has presented a certificate of honorary 
membership to Walt Disney... 

Perce Clark, Melbourne, Australia, well-known commercial art- 
ist, has been visiting U.S. companies and agencies during the past 
few weeks. He and his wife are completing a tour of the world 
which started last February. Among his projects has been the de- 
velopment of information regarding the production of tv films, as 
television will be available soon in Australia... 


po ee 
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CHECK-UP—Identification tags based on gag versions of the names of 
well-known professional golfers were among the features of the day 
as employes of Klau-Van Pietersom-Dunlap held their annual “Wide 
Open” at Milwaukee’s Blue Mound Golf and Country Club. Checking 
their 18-hole totals with A. R. McGinnis, agency president (left), is 
the foursome of (right from McGinnis): Richard E. Johnson and 
Gene Cooper, account executives; Emil J. Schap, copywriter, and 
Gilbert Goetz, production. Schap won the President’s Trophy with a 
77, including a par 35 on the back nine. 


Robert W. Sarnoff, executive v.p. of National Broadcasting Co., 
is chairman of the Advertising Federation of America’s committee 
for National Advertising Week, Feb. 19-25, 1956... 

New York Herald Tribune chairman Whitelaw Reid is head of 
the newspaper division of the Committee of American Industry. 
CAI is spearheading a nationwide drive to raise $10,000,000 an- 
nually for the country’s 81 medical schools... 

A young fellow named Kevin was so eager to join the family of 
Jack Leonard, of Chicago office of Life, that he surprised Jack’s 
wife Marge by arriving on Sept. 16—two months ahead of time... 
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HALF 1955 THERMOFAX COPYING MACHINE 


PRODUCING HIGHEST PERCENTAGE OF SALES TO 


INQUIRIES FROM APRIL FORTUNE AD HIGHEST 


UNPRECEDENTED LOW COST PER INQUIRY 


SCHEDULE WILL CONTINUE DRAMATIC RESULTS 


GEORGE SANDELL 
ADVERTISING MANAGER, GRAPHIC PRODUCTS DIVISION 
MINNESOTA MINING & MFG. CO. 
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‘Mill & Factory’ 
Offers Low-Cost 
Ad Readership Study 


New York, Oct. 19—Mill & Fac- 
tory, a Conover-Mast publication, 
is offering advertisers an oppor- 
tunity to have their advertisements 
measured by Mills Shepard, a com- 
paratively new readership rating 
study, starting in February, 1956, 
for $25 per measured issue. 

The small cost, the company 
says, includes a completely anno- 
tated copy of the measured issue, 
showing the ratings of an advertis- 
er’s ad and all other measured ad- 
vertisements in the issue. Adver- 
tisers will also receive an eight- 
page analysis of the ratings. Issues 
to be measured include February, 
March, April, July, September and 
October, 1956. 

The price of $25 is charged on 
the advertiser’s bill for advertis- 
ing, and is subject to the regular 
15% agency discount. 


® The Shepard organization can 
handle 125 advertisements only, 
AA was told, so there is a limit 
to the number of orders that can 
be accepted, and it will be neces- 
sary to restrict the service to two- 
thirds-page units or larger. 

Arthur Dix, v.p. and research di- 
rector of Conover-Mast, told AA 
that the new service is different 
from any comparable readership 
study now being offered. The 
Shepard ratings are developed 
from personal calls on 150 repre- 
sentative readers of M&F, and a 
different cross section of readers 
is interviewed each time. 

“We have priced the service at 
the absolute minimum,” he said, 
“as we want it to be used as widely 
as possible. In addition, we want 
to pay a substantial part of the 
cost.” 


® Other publications which make 
no charge for similar service, Mr. 
Dix said, assure advertisers of be- 
ing in three studies a year only. 
For more issues a charge is made. 
In other cases, the publication has 
a limited number of advertisers 
underwrite the cost. In the case of 
Starch studies, advertisers usually 
pay the Starch organization direct- 
ly for the service. 

“So far as we know,” Mr. Dix 
said, “this new method which Mill 
& Factory will start is the first 
time that a readership study has 


the Ring Binder that 
STANDS, SITS 
or LIES FLAT 
to get your prospect's attention 
At a flip of the fingers, it becomes a 
hard-hitting sales tool. Displaymaster 
props up at a 30° angle when prospect 
is standing, 60° when prospect is sit- 
ting. This better vision means better 


presentation. Sets up and takes down 
in a flash; no fussing with gadgets. 


SEND For Full Line Folder 


1700 West Washington 
CHICAGO 172, ILL. 


been made for a small cost per 
measured issue so an advertiser 
can insure that his ads in specific 
measured issues are included in 
the advertising readership rating 
service being conducted.” 

A series of dry runs have been 
made in the June, September and 
October issues this year, without 
charge, Mr. Dix said, as a test and 
to make sure that there were “no 
bugs” in the method before it 
starts officially. 


Bauman to Jordan-Sieber 
Harry F. Bauman has been 
named manager of the advertising 
research department of Jordan- 
Sieber & Associates, Chicago, phar- 
maceutical advertising and mar- 
keting agency. Mr. Bauman will be 
responsible for testing major pro- 
motional themes for detailing ads, 
direct mail pieces and journal ad- 
vertising. He studied medicine at 
Columbia University and New York 
Medical College, worked in his 


family’s pharmacy and wrote copy 
for Thompson-Koch, New York. 


AFA Third District Elects 

B. George Barber Jr., commer- 
cial manager of WGBG, Greens- 
boro, N.C., has been elected gov- 
ernor of the Third District of the 
Advertising Federation of America. 
Other officers elected are Jack 
Shepherd, Jennings-Shepherd Co., 
Roanoke, Ist lt. gov.; Harry C. 
Bacon, Southern Dairies, Char- 
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lotte, 2nd lt. gov.; Ed Hamshar, 
Office Service Co., Durham, secre- 
tary, and E. N. Pope, Carolina 
Power & Light Co., Raleigh, treas- 
urer. 


Two to Blanchard-Nichols 
Harper-Atlantic Sales Inc., Bos- 
ton, has appointed Blanchard- 
Nichols, San Francisco and Los 
Angeles, West Coast representa- 
tive for Harper’s Magazine and the 


Atlantic Monthly. 
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“John, how do you feel about 
these new services we've lined up 
for Iron Age advertisers for 1956?” 


. asked of John DeW olf, 


Vice-President, G. M. Basford Co., 
leading industrial advertising agency 


“I welcome them. [’m sure they will 
prove very valuable to us — and to our 
clients. To me, business-paper leader- 
ship requires more than just good 
editorial content and a good circula- 
tion statement. To be a leader a paper 
must also help the advertiser with his 
advertising and marketing problems. 
Your new services are a stepping up 
of this kind of help by a paper that is, 
of course, a recognized leader.” 


“What part of this Advertiser 
Service Program means the most 
to you, John?” 

“Your new advertising readership 
studies — your Mills Shepard reports. 
As you well know, I’m convinced that 
this type of research can show us how 
to produce more effective advertising 
— and I’m delighted that Mills Shep- 
ard, whom I regard very highly, is 
making these studies for you. In such 
an important field as the metalwork- 
ing market, we need all the help of 
this kind that we can get.” 


“What about the Shepard Copy 


Seminars?” 


“They're an extremely valuable part 
of Mills Shepard’s service. The Re- 
ports tell us how we've done. It is 
from the seminars that we'll learn 
why. If you can get a group of ad men 
discussing actual readership scores 
— under the guidance of an expert 
like Mills — then you really begin to 
see what readers are looking for. You 
learn why some ads get high reader- 
ship and others on the same class of 
products don’t do so well. Learn that, 
and you learn how to make your 
advertising really effective.” 
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WCTU Official Hits 
Moderation Ads as 


Alcoholic Hookers 


OcEAN GRoveE, N. J., Oct. 18—The 
Women’s Christian Temperance 
Union charged last week that mod- 
eration ads by distillers constitute 
a “hook on the line to pull in al- 
coholics.” 

In fact, Mrs. H. F. Powell, na- 


tional treasurer of WCTU, told the 
organization’s annual meeting, the 
“doctrine of moderation” is un- 
sound in theory and practice, be- 
cause 11% of moderate drinkers 
become heavy drinkers. 


Cleveland Sentenced for 
Income Tax Evasion 

Chester W. Cleveland, 56, pub- 
lisher of the Citizen, Culver, Ind., 
weekly, has been sentenced to 18 
months in prison and fined $7,500 


for income tax evasion. Mr. Cleve- 
land, former Sigma Chi fraternity 
magazine editor, changed his plea 
to guilty in his trial in federal dis- 
trict court, Chicago. 

The government charged Mr. 
Cleveland underpaid his income 
tax by $9,874 for 1948 and 1949 on 
unreported income of $29,026. Wit- 
nesses testified Mr. Cleveland re- 
ceived printing order kickbacks 
when he edited the fraternity mag- 
azine. 


FTC Adds Hood Dairy 
to Ice Cream Case 


Roster of Defendants 


WASHINGTON, Oct. 18—The Fed- 
eral Trade Commission last week 
broadened its attack on equipment 
leasing arrangements in the ice 
cream business to include H. P. 
Hood & Sons, Charlestown, Mass., 


33 


‘ers of frozen dairy foods. 

The complaint contends that 
Hood uses sales methods prejudi- 
cial to smaller competitors, be- 
cause it makes frozen food cabi- 
nets available to retailers who 
handle its line exclusively. While 
large companies are doing the same 
thing, the commission said the re- 
sult is, in effect, a series of ex- 
clusive dealing contracts which are 
forcing smaller producers who lack 
the resources to make these offers 


one of the nation’s largest produc- 


| larger concerns. 

' Other complaints, which were is- 
' sued in February, 1954, were di- 
rected against eight major ice 
. cream producers and 55 of their 
. subsidiaries, described as doing 
| 40% of the nation’s ice cream busi- 
ness. Hearings are still being held 
on these complaints. 


to go bankrupt or merge with the 


Magazine Boosts MacLeod 
Robert F. MacLeod, formerly ad- 
vertising director of Harper’s Ba- 
zaar, New York, has been named 
general manager of the magazine. 


Pick Te 
GREENVILLE, S. C. 


_ —___ Market _ 


IN FURN., H'HOLD 
RADIO SALES” 


With South Carolina's most 
populous City and Retail Trad- 
ing Zones of 494,212 people 
(ABC 9-30-53), the Greenville 
Market leads all others in South 
Carolina in Furniture, House- 
hold and Radio Sales. 


Next, we talked to Leon J. Lieberman, 
Advertising Manager, Alan Wood Steel Co. 


“I’m with you all the way, but I’m most impressed 
with what you call ‘readership stimulation.’ Those 
new editorial front covers, highlighting what's hot 
in metalworking — they pack a wallop. I’m in- 
trigued by the way you've pointed up the content 
to your four reader functions. The whole idea is 
alert, progressive. And then, when you showed 
me how you're going to go even further, and 
reach out to the reader so he'll reach out even 
faster for the current IRON AGE — I’m very im- 
pressed. You're one of the very first business 
papers to do this kind of reader promotion.” 


Here’s the comparison: 


GREENVILLE $27,470,360. 

Columbia 19,089,040. 

Charleston 14,829,920. 
Furniture, Household and Radio 


Sales from Sales Management May 
10, 1955 Survey. City and Retail 
Trading Zones from Audit Bureau 
of Circulations latest figures. 


Then, we quizzed Joe Vinbury, Gener- 
al Sales Manager, Abrasive Machine 
Tool Co.... 


Ask your IRON AGE representative 
for the full, interesting story of this 
new Advertiser Service Program. 


| trelron Age 


CHESTNUT & 56th STREETS, PHILADELPHIA, PA. 


&> 


The Greenville Market also leads 
all others in South Carolina in 
“Like the program? Emphatically, yes! It 
represents a valuable service to advertisers. 
What rings the bell most with me? Your 
Market Research Seminars under Oliver 
Johnson’s direction. I’ve worked with Oliver 
and your research people in the past. Mar- 
ket research help is essential for someone 
in my position. Now, if I have the chance to 
sit in a room with other sales and marketing 
men with similar problems, and with Oliver 
to keep us on the beam, we trade experience 


back and forth — yes sir, that’s for me!” 


Population, Incomes, Retail Sales, 
Autos & Trucks, Wages and Em- 
ployment. it's your first market 


in South Carolina. 
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‘Oil Forum’ Names Averill 

Oil Forum, Fort Worth, has ap- 
pointed Ren Averill Co., Pasadena, 
its publishers’ representative in 
Southern California. The publica- 
tion recently named representa- 
tives in London, England, and 
Stockholm, Sweden. 


Leonhard Joins McCann 

Robert P. Leonhard has been 
appointed to the staff of McCann- 
Erickson, Detroit. Mr. Leonhard, 
who will be a member of the agen- 
cy’s Chrysler Corp. service group, 
formerly was with Ruthrauff & 
Ryan and N. W. Ayer & Son. 


Since the days 


1 of the Wooden Indian 
we've been setting mail order ads. 

The words may have changed, but 

the technique femains the same. 

JAY P. Better have it typeskilled by Walk. 


WAL advertising typography 
Telephone MO 4-6134 © 11 E. Hubbard, Chicago 11 


MEET ME AT 
The 


ADVERTISING 
ESSENTIALS 
SHOW 
NOV. 14-16 
Hotel Biltmore, NLE 


MEET ME AT THE BILTMORE, LOUIS—Model Beth O’Brien extends sign 
announcing the fourth Advertising Essentials Show. She is seated 
on a reproduction of the famed 1733 Peter Zenger Press. 


local sales groups 
to dramatize your 


presentations to 


campaign’s impact 


just 1 of the 5 ways 


The World-Herald 103 plan makes 
your advertising more effective 


Through the 103 Plan, you can use specially prepared slide and film 


material to present the impact of your World-Herald advertising to sales- 


men, regional executives and brokers. These tested visual presentations 


detail World-Herald penetration for each man’s territory and produce 


an enthusiastic reception to your campaign. 


The 103 Plan offers you 4 other benefits: 
1. Personal calls on Omaha advertising retailers. 


2. Mailings to key retailers. 
3. Assistance in staging local sales meetings. 
4. Split-run advertising for testing appeals. 


Regardless of your product classification, this one single medium offers 
the most effective way to sell this growing 2 billion dollar market. To 
sell the 114 million people in this 103 county area, sell through the one 
single medium that reaches 3 out of every 5 families in Nebraska and 
Western lowa—The Omaha World-Herald. Contact O’Mara and Ormsbee 
or write the national advertising department of The Omaha World-Herald 


for further details. 


New York * 


ie" 254,467 Daily 


Omaha 
World-Herald 


266,475 Sunday 
Publishers statement for March 31, 1955 


O'MARA & ORMSBEE, NATIONAL REPRESENTATIVES: 


Chicago * Detroit * Los Angeles * San Francisco 
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Advertising Age, October 24, 1955 


Pulse Network Radio Ratings 
In 19 Markets, July-August, 1955 


EVENING, ONCE-A-WEEK 


Rank Program Rating 
1 ne scacubdeteabecdnen sdeecks eosinseeeeil 5.1 
2 EM I a. casnersssensacceescsvcccabebensetspandédbnceseossastiial 4.8 
3 NO I i op sno sn ccsnchidesmcsnbsdubicasanaceLadeohscoaciibiabead 4.3 
4 I EN IED TET TORO RO: OT Fe 4.3 
5 a i csinevensubueaneuessnsas desbbaumnamiaaunns 4.3 
6 rr Si SO i sis cs iee se consctedubpennvncsereeccsbase 4.1 
7 Groucho Marx (DeSoto-Plymouth, NBC) ..........ccccccccccccesscccsccessecenccesneaseenee 4.0 
8 Godfrey's Talent Scouts (Lipton, CBS-Columbia, CBS) .....0...0..ccccccccccceeeee 4.0 
9 en I Co ccc vancesccodivcnsconssscdseovisestseanoensd 4.0 
10 Wee Pe Tee Pee, Cire CD acrvccsesciccccsccscccccciccccccccccccccccccccrsccsoeandses 3.9 
MONDAY-FRIDAY DAYTIME 
Rank Program Rating 
1 a a Es sassbuscobboctheesuabinsdanavsc oneal 5.8 
2 Wendy Warren (Several sponsors, CBS) .............cccccccccccessceseseseesseeseeesvennenvens 5.8 
3 Arthur Godfrey (Several sponsors, CBS) ..........c.cccccccessessceesseeerscevececscvenscenenes 5.7 
4 i 8 open nctondanhsescetecganesesibeaneslinel 5.7 
§ ne INI OI NI 5s csdeannosndevencgasasesondsdubesesbcvonious 5.7 
6 Our Gal, Sunday (Toni, Whitehall, CBS) ................ccccccccccccscccescesceeseenerenvere 5.7 
7 Perry Mason (P&G, General Foods, CBS) .............cccccccccsescceeessesceessereeseasenene 5.7 
8 I a a  s sieppesnceudbga coukedoonodaes 5.7 
9 Young Dr. Malone (General Foods, Sleep-Eze, CBS) ooo... oocoececcecccees 5.6 
10 Nora Drake (Toni, Bristol-Myers, CBS) ..................:ccccccesescceessseeessceeeeevevenues 5.5 
SATURDAY-SUNDAY DAYTIME 
Rank Program Rating 
1 RN REND OR MUO, OI ania cco nceresnccccsrsctecsaknoepeid instussuestansed 4.3 
2 a a a di cnn sonteh dusbucnestcdomiaraaesind 4.2 
3 Galen Drake (Several sponsors, CBS) .............ccccccccsecseeessceesscesereseeensenssess 4.0 
4 Sn a I I, d,s acdacdenpsenibadecabecasunsiontbachensss 4.0 
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Research Gives 
P&G Flexibility, 


Deupree Declares 


CINCINNATI, Oct. 18—R. R. Deu- 
pree, chairman of the board of 
Procter & Gamble, last week told 
company stockholders that busi- 
ness will continue to be good in the 
coming year. 

Speaking at P&G’s annual meet- 
ing, Mr. Deupree noted the im- 
provement in world conditions and 
said the economy of the U.S. and 
most of Europe “seems to us to be 
on a sound basis.” 

Mr. Deupree put particular stress 
on the importance of research. He 
pointed out that research projects 
undertaken ten or more years ago 
are paying off today and that 
P&G’s future progress is tied close- 
ly to projects now under way in 
the company’s laboratories. 

“Ours is a business,” he said, 
“always directly concerned with 
keeping in step with the times and 
the changing American home. The 
ability of the company to adjust 


itself constantly to new conditions 
and changing products demanded 
by the American housewife is prob- 
ably our greatest strength today 
and our greatest promise of future 
growth and successes.” 

W. Rowell Chase, who joined 
P&G’s ad department in 1931, was 
elected v.p. in charge of advertis- 
ing at the meeting. Mr. Chase be- 
came brand promotion manager 
in 1951, advertising manager in 
1951 and general advertising man- 
ager in 1954. 


Breck Product to Humphrey 

John H. Breck Inc., Springfield, 
Mass., has appointed H. B. Hum- 
phrey, Alley & Richards, Boston, 
to handle advertising for a new 
product, Breck Hair Set Mist. The 
preparation is currently being test- 
ed in several markets. 


Steelman Joins ‘MI’ 

Jack Steelman, formerly eastern 
sales representative for Standard 
Products, Cleveland, has been ap- 
pointed advertising representative 
for Mechanix Illustrated in its De- 
'troit office. 


| IT TAKES 


-HIGH-PROFIT 
FARMING 


TO CREATE 
CONSUMER 
FARMERS 


‘CAPPER COUNTRY 


if 


bd . 

« det cies 

a 

. PORE ory 


' ties Apel 
‘ MY ayy. eT 


CAPPER’S FARMER territory is 
the land of grain—of meat—of 
modern power-farming methods. 
U. S. Department of Agriculture 
studies show that the big-scale, 
high-profit farm operators in 
this area lead the nation in farm 
cash income; families here have 
higher levels of living. Nowhere 
in America are there better pros- 
pects for household furnishings, 
appliances, and all the many 
products that make for a more 
comfortable way of life. 


Cappers 


a armer,.. 
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the fashion-minded 


_ 


| i » | the only 
. NOTHING SELLS LIKE THE FORCE OF FASHION and nothing sells fashion like EQCUULVLE | fashion magazine 


for men 


ofequire leads all magazines 
(of equal or greater circulation) 
in % of audience spending 
or more on business. 
and vacation travel. 
Source: 49th 
aa TARCH Consumer Magazine Report) 
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Anothér true-to-life story about some make-believe characters 


What did the underprivileged 
oilman learn about 


big dame hunting in Chicago? 


Once there was an oilman without an air-conditioned Cadillac 


« 


or a railroad to his name. And he’d never heard of Texas. 


His name was Sam and he was a big salad oil man with a gourmet’s taste for 


a 


4 


lettuce (the folding kind) and tomatoes (the lady kind). 


v 


—<_— 
Now Sam had an eye for business as well as pleasure, so he tried to capture 


the Chicago salad oil market as well as its feminine hearts with one big hunting 
expedition. He lured every housewife in Chicago with two coupon mailings and offered 


as bait a 20% reduction on the purchase price of his salad oil. This little 


safari alee cost Sam a pretty penny, (15,000,000 of them, to be exact) 


but he figured that once a woman had sampled his wares, she was his to have and 
hold for the rest of her life. 

But Sam misfired as a big dame hunter and bagged far under his limit. 
So Sam told his tale of woe to a joe who scouted advertisers for the Chicago Tribune. 
Joe explained Sam’s plight to the Nimrods of the Tribune’s research department 


and together they came up with these facts: 
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27.5% had previously bought his salad oil at the regular price. And only 27.6% of the 
coupon users bought Sam’s oil afterwards at the regular price—a net gain 


of only 1/10 of 1%. This fact, plus several case histories, proved that consumer 


pre-selling rather than a price deal was what Sam needed to i ll ¥: 
the market. Instead of spending $150,000 on two coupon deals, Sam could tig 
done some real selling with 37 color pages in the Chicago Tribune. Sam treasured all 
these facts, and the next time he had a hankering for lettuce and tomatoes, 


he knew just where to go to get them. 
The moral to our story is this: Get the advice of experts who know the 


hunting grounds before you go big dame hunting in Chicago. 


Nobody knows Chicago like the Tribune. 
The Tribune has spent several million dollars to find out facts that vitally 


affect your Chicago sales. It knows who your best customers are, where they live 


ONFORMATION 
and shop, why they buy. This valuable information aoe) is yours for the asking. 
ee 


Nothing sells the Chicago market like the Tribune. 


Retail sales in Chicago and the 206 Chicagoland counties are big—valued 
at $17 billion. And the best way to sell this market is through the Tribune. Does advertising in 


the Tribune pay? Just ask advertisers like Chas. A. Stevens & Co., the C. B. & Q. Railroad, 
Qo 

© 
ul 4) 


People may praise the Tribune, fuss about it or blast it—but reading the 


wr 


Timken Silent Automatic and H. J. Heinz. 


Tribune in Chicago is just like eating apples in October. Almost everybody does it. 


Everybody feels its impact. Practically 3 out of 4 families in the Chicago metropolitan area 


read the Tribune—almost half of all the families in 839 midwest towns read it. 
(Only 12% of metropolitan Chicago gets the largest national magazine— 
YN 
and less than 1 out of 10 tunes in on an average evening TV show.) i () 
So if you want to know something about Chicago, call in a 


joe from the Chicago Tribune and put him to work finding out. 


P. S. Always remember .. . If you want to SELL Chicago 


TELL Chicago in the Chicago Crib une 


WORLD'S GREATEST NEWSPAPER 
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This Week in Washington 


Tabulation Verifies Census’ Sampling 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Oct. 20—Sampling, 
as a reliable way of collecting cer- 
tain types of information, is going 
to get a powerful boost when the 
national totals for the new census 
of business are published. 

Several more weeks will pass 
before the final figure on total 
sales becomes available. But it 
now looks as if the estimate avail-| 
able from Census Bureau reports 
last January—on the basis of a) 
minute sample—was within 1% of | 
the actual total now being obtained 
from a canvass involving 1,800,000 
retailers. 

The amount of reliable detail ob- | 
tainable from a sample will vary, | 
of course, according to the size 
and construction of the sample and | 
the form of the questions asked. 
By using 1,500 carefully selected | 
companies, however, the Census 
Bureau has been able to publish 
remarkably accurate retail sales 
estimates less than 10 days after) 
each month ends. | 

Census technicians, who have 
pioneered in the development of 
random sampling techniques, stress 
the importance of the sample itself 
and the integrity of the people who 
do the work. “The sample has got 
to be good,” they say, “and the 
survey of the sample must be 
faithfully executed.” 


Anti-trust Settlement: Rightly or 
wrongly, there is a feeling here 
that the government’s anti-trust 
complaint against six advertising 
and publishing associations could 
be moving toward a non-litigated 
settlement. 

Last spring American Newspa- 
per Publishers Assn. heatedly 
warned that freedom of the press 
would be endangered if publishers 
were forced into a consent settle- 
ment administered by the courts. 
And the anti-trust chief, Stanley 
N. Barnes, snapped back that he 
could not consider any settlement 
short of a consent order. 

Repeated delays in the case have 
given tempers time to simmer 
down. Recently ANPA recalled the 
old Associated Press case as a 
possible precedent for settlement. 
While the courts issued a judgment 
against AP, the “freedom of the 
press” problem was met by a spe- 
cial provision suspending the order 
so long as AP complies with the 
rule changes demanded by the gov- 
ernment. 

While Justice isn’t commenting 
on the AP procedure, it isn’t sum- 
marily dismissing the idea, either. 
It’s a good guess that settlement 
along this line might be arranged 
if the associations want it, and if 
the lawyers can agree on the de- 
tails. 


New Roads: Determined not to 
be caught off guard again, road- 
minded associations have been 
meeting here trying to “line up | 
their ducks” for the next session 
of Congress. Arthur C. Butler, di- 
rector of the National Highway | 
Users Conference, said forecasts of | 
81,000,000 cars by 1965—an in-| 
crease of 21,000,000 in 10 years— | 
may prove conservative. To dram-.| 
atize the heavy cost of inadequate | 
roads, he said a single 17-mile 
stretch of divided highway ap-. 
proaching Washington from the 
South cuts costs of commercial 
operators by $2,000,000 a year in 
time alone. 
The highway groups got a nag 


erful new ally this week in the 
person of Internal Revenue Com- 
missioner T. Coleman Andrews, 
who is quitting the government to| 
become board chairman of Ameri- | 


can Fidelity & Casualty Co., the) 
world’s largest insurer of trucks 


years. Federal expenditures would | terms. The 


and buses. be in the neighborhood of $5 bil- 


In his letter of resignation he 
told President Eisenhower he ex- 
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_ American Road Builders Assn.|stance to warnings that the house stalment debt load owed by con- 
figures the road program requires building boom can be fatally sumers. Retailers pointed out this 
about $68 billion of federal and | nipped if the government continues is only 12.6% of today’s current 
State funds during the next 10 to keep a squeeze on mortgage disposable income. While consumer 


111,700 September |debt amounted to only 11% of 


starts brought the nine-month total | disposable income in 1940, the as- 
lion annually, for a total of $43.5 to 1,047,000—second only to the sociations contend consumers were 
billion. The remaining $24.5 bil- 1,113,000 for the same period of | only beginning to use credit in 


pects to continue to cooperate with lion would be state money. (1950. However, the September total | those days, so this isn’t a safe 
the administration “hy working at ‘ e ‘ represented a drop of more than| basis of comparison. 
10,000 from August. Retailers point out that 57% of 


a very practical level for the de- Credit Cont , 

Is? Housing starts 
velopment of a more adequate and | skidded ro s 
safer highway system.” more than seasonally dur 


Meanwhile 
here this week tried to dampen un-|have no instalment debt and that 
ing September, giving some sub-'easiness about the $33 billion in-|60% of the remainder owe less 


retail associations |the nation’s 55,000,000 families 
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results when you advertise to business in 


Butler sells steel buildings at the lowest cost per inquiry 

* in Nation’s Business of any comparable media used. Or, 

as Butler Manufacturing Company’s Adv.-Sls. Prom. 
Manager Chris Stritzinger puts it: 

“It’s amazing . . . absolutely amazing! That’s why 

you’re reading this unsolicited testimonial to the pulling 

power of Nation’s Business. Last week we started talking 


inquiries and cost-per-inquiry with our agency, Aubrey, 
Finlay, Marley & Hodgson. And the figures on the sheet 
looked normal until we came to Nation’s Business . . . 
then our eyes popped out, but good!” 

Advertisers get action in Nation’s Business . . . and 
Butler’s success story is repeated again and again. . . 
by sellers of office equipment and supplies, heating units, 


cpa. 
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than $500. They claim the bulk of 
the debt is carried by middle and 
upper income families (over $3,- 
000) who make up 63% of the total 


say, credit reports show losses | 
“are lower than ever before.” 


Maple Syrup Institute Formed 

Eight major producers of maple 
syrup have organized the 100% 
Pure Maple Syrup Institute with 
headquarters in St. Johnsbury, Vt., 


New York operated by Bosh Stack 
Associates. Purpose is to promote 
pure maple syrup. An advertising 


‘program is expected to begin in| 
number of families. Further, they | 1956. 


Morin Succeeds Spencer 

Jesse F. Spencer, manager of 
the Detroit office of George A. 
McDevitt Co., publishers’ represen- 
tative, has retired after 30 years 
with that company. Robert M. 


Morin, formerly associate manager, | apple pickers. 
and a public relations office in|succeeds him. 


(Continued from Page 2) 


Discount Isn‘! Enough; Polk Gives Apples to 
Encourage Adams, Eves to Buy Appliances 


|porting the apples have a huge 


Of course, Mr. Polk is not one to| poster on them saying, “Apples 
take a back seat in a promotion. | from Washington State picked and 
When he went out ‘co Washington|packed for Polk Bros. because 
to make the deal, he took a few! you're the apple of our eye.” 
boxes of cotton knit sweatshirts | 
with a Polk logo across the front.|@ He tantalized his tv audiences 
The shirts happened to fit a lot of last week by having the cast cas- 


ually chew away at apples through 


And the boxcars that are trans-/|the shows. This week, however, au- 


Ene ee ee mee 


ia 
. . 
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plant sites, trucks and tires, insurance — all kinds of busi- 
ness, products and services. 

Among Nation’s Business 750,000 subscribers are five- 
hundred-thousand presidents, owners and partners who 
make basic policy and buying decisions. That is why... 
“action in business results when you advertise to business 
... in Nation’s Business.” 


Washington * New York 
Cleveland * Detroit * Los Angeles 


Chicago * San Francisco 


Building Material and Supplies 
Advertisers In Nation’s Business 


ALUMINUM COMPANY OF AMERICA 
BADGER METER MANUFACTURING COMPANY 
BITUMINOUS COAL INSTITUTE 
BUTLER MANUFACTURING COMPANY 
CARRIER CORPORATION 
CAST IRON PIPE RESEARCH ASSOCIATION 
CORNING GLASS WORKS 
DELTA HEATING CORPORATION 
DOUGLAS FIR PLYWOOD ASSOCIATION 
DUNHAM, C. A., COMPANY 
FAIRBANKS, MORSE & (CO. 
FRICK CO. 
FRIGIDAIRE DIVISION, 
GENERAL MOTORS CORPORATION 
GENERAL ELECTRIC COMPANY 
GLOBE AUTOMATIC SPRINKLER (CO. 
INTERNATIONAL STEEL COMPANY 
KAWNEER COMPANY 
KENTILE, INC. 
LIBBEY-OWENS-FORD GLASS COMPANY 
(Mirropane) 
LIBBEY-OWENS-FORD GLASS COMPANY 
(Parallel-0-Plate) 
LIBBEY-OWENS-FORD GLASS COMPANY 
(Visual Front) 
McCRAY REFRIGERATOR COMPANY, INC. 
MASONITE CORPORATION 
MODINE MANUFACTURING COMPANY 
NATIONAL ELECTRICAL CONTRACTORS ASSN. 
NATIONAL HOMES CORPORATION 
NEW CASTLE PRODUCTS, INC. 
PITTSBURGH REFLECTOR COMPANY 
PORTLAND CEMENT ASSOCIATION 
PRAT-DANIEL CORPORATION 
PREFERRED UTILITIES MFG. CORP. 
PYRAMID ELECTRIC CO. 
REZNOR MANUFACTURING COMPANY 


SOCIETY OF INDUSTRIAL PACKAGING AND 
MATERIALS HANDLING ENGINEERS 


SPEAR ENGINEERING COMPANY 
TROPICAL PAINT COMPANY 
UNION ASBESTOS & RUBBER CO. 
WEST DISINFECTING COMPANY 
WESTINGHOUSE CORPORATION 
WEYERHAEUSER SALES COMPANY 
WORTHINGTON CORPORATION 


Credit is not too high £2 neo 
Fred Seaton—the's practcal politeen = 
Success won't save your buSiness .. . 
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diences on 10 tv local shows will 
hear the apple story—buy anything 
for $5 or more and get a free box. 

And on radio, some 40 spots will 
be used daily to tell the story. 

And the cost of this operation is 
estimated at between $200,000 and 
$300,000. The Apple Commission 
is putting up $25,000 as its part of 
the campaign. 

A spokesman for Polk explained 
that retailers are beginning to meet 
the discounters’ prices. On major 
appliances particularly, he said, 
the State Street department stores 
are now meeting the less-than-list 
prices formerly found only in dis- 
count houses. 

Without the price premium, Polk 
will depend more and more on 
merchandising schemes to draw 
‘customers, he said. 


Lily of France to Wyle 
Wyle Associates, New York, has 
been appointed to handle public 


‘relations and publicity for Lily of 
France Inc., New York, manufac- 


turer of girdles and brassieres. 


You can expect. just 


go much from 


Limited Coverage 


To get the big sales you're after 
in the billion-dollar soft drink 
industry, 


Use the concen- 
trated, industry- 
wide coverage 
you get ONLY 
with a vertical 
publication— 


BorriinG 
INDUSTRY 


the top buy in its field 


DON GUSSOW PUBLICATIONS, INC. 
18 East 49th Street 


NB P| New York 17, N. Y. 


Information headquarters for the billion- 
dollar industries they serve — 

e Bottling Industry 

@ Candy Industry 

® Candy Industry Catalog 
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Advertising Age, October 24, 1955 


Videodex Top Ten Spot TV Shows* 
Aug. 27-Sept. 2, 1955 
Copyright by Videodex Inc. 


One of the country’s leading mechanical 
production men once told us, “If I could be certain 


} 
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‘staff of Fawcett Women’s Group. 


. > No. of Cities and Homes % of 
of the honesty of oo _— color proofs most of Rank Program Distributor (000) Homes 
my woes would be eliminated. 1 1 Led Three Lives (129 Cities, Ziv Television) ..........cccccssssse 5,666 17.7 
. R F ‘ ‘ be: Re me Mmm, MRI PU ian. cs ccccrccccececcccccsccts 4,412 17.2 
coe ap a8 is extensively reg with a pat 4 | 3 Man Behind the Badge (48 Cities, MCA-TV) ooocccccsscccssssesusee 2,274 16.2 
: proofing presses to suit the individual = CATION. | 4 Eddie Cantor (128 Cities, ZIV-TV) scccscecsssscscsscsssscsssssessesecsssseeeee 4,247 15.9 
They range from singles of assorted sizes through two | 5 Mayor of the Town (51 Cities, MCA-TV) ................, 2,550 15.8 
- color models up to sparkling new four color presses. 6 Badge 714 (127 Cities, NBC Film Division) ..............c-ssessee 3,843 15.6 
Hr x D 7 Death Valley Days (26 Cities, Pacific Borax) ..............ccccccecseeseees 1,709 15.4 
Relief make-readies are never used here on 8 Mr. District Attorney (103 Cities, Ziv-TV) .......cccccccssssesessesseeseenen 4,665 15.2 
a process plates for high speed wet edition me § 9 Soldiers of Fortune (110 Cities, MCA-TV) o..cccccccccccssccssssesseseeeeeees 4,560 15.1 
; The plates themselves are properly balanced an 10 Science Fiction Theater (100 Cities, Ziv-TV) ........cccsscsssssssseessnees 4,186 15.0 
a. engineered to render faithful reproduction. * Programs appearing in a minimum of 20 markets. 
Ls Yes, we can honestly say our motto and practice 
ee will always be “Truth in Proofs.” Three Join Fawcett Goodwin Becomes 
ig | William J. White, formerly re- 
search director of Dell Publica- ; 7 
[a photoengraversil Hutchings & Melville, Inc. (tions; Terry McDonough, last with | President in New 
can 4043 N. Ravenswood Ave., Chicago 13, Illinois ee & se Bn worried Setup at DuMont 
| Phone EAstgate 7-9220 Se ae re. a, 
ae ‘azine, have joined the easter sales) New York, Oct. 18—DuMont 


Broadcasting Corp. last week con- 
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Without the guidance of the Consumer Panel, one media dollar 
buys three “‘people” who are prospects for this many sales . . . 
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The J. Walter Thompson Company 
Consumer Panel shows 


who your prospects are... how best to reach them! 


On the surface, two advertising me- 
diums may often seem equally good 
choices for your product, in terms of 
the number of people or families 
reached per dollar. 


But, underneath they often are 
not equally good in reaching your 
product’s best potential customers. 


The J. Walter Thompson Com- 
pany Consumer Panel quickly 
points out hidden differences in 
media audiences. 


For example, in the case of a 
client who sells a packaged product 
through supermarkets: the Con- 
sumer Panel confirms the obvious 
impression that almost everybody 
uses this type of product. 


But, it also tells us that a specific 
kind of family is the heaviest user 
... that only 22% of total families 
account for 60% of the industry’s 
sales. The panel describes these 


Nn Te eR IS ae ane a ee 


SR REE 


ae 


Ie Be 


Guided by the Consumer Panel, one media dollar again buys 
three “‘people’”’ but reaches prospects for this many sales .. . 


heavy-user families . . . where they 
live ... how big they are... age 
group of the housewife. It tells us 
that here income is not important. 


Then the Panel shows that the 
audience for one medium contains, 
for example, 30% more families in 
this “best prospect’’ category than 
the other medium. 

Thus, because the Consumer 
Panel provides an accurate picture 
of both product market and media 
audiences, it is possible to choose 
the medium which gives the client 
his best sales potential. 


It is no longer a case of buying 
simply “people” or “families.’’ It is 
possible to select as a target—‘‘Car 
owners,”’ ‘‘heavy users of cold 
cream,’’ and other specific prospects. 

Choice of the better buy between 
two given magazines or television 
shows is made with greater ac- 
curacy. Clients reach the greatest 


number of their very best prospects 
for the least amount of money. 


If you would like to know more about 
the ways the J. Walter Thompson 
Company Consumer Panel serves our 
clients, write to us. You will beinterested 
in how the Panel’s 5,500 families—an 
accurate cross-section of the country’s 
buying power—report to us a day-by- 
day written record of their purchases 
... how these always up-to-date reports 
help clients find new customers, direct 
their sales promotion dollars, analyze 
the effectiveness of special offers and so 
on. Write: J. Walter Thompson Com- 
pany, A10,420 Lexington Avenue, New 
York 17, N. Y. 

Other offices in: Chicago, Detroit, San 
Francisco, Los Angeles, Washington, D. C., 
Miami, Montreal, Toronto, Mexico City, 
Buenos Aires, Montevideo, Rio de Janeiro, 
Sao Paulo, Santiago (Chile), London, Paris, 
Antwerp, Frankfurt, Milan, Johannesburg, 
Cape Town, Bombay, Calcutta, New Delhi, 
Sydney, Melbourne 
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tinued its reorganization by elect- 
ing Bernard Goodwin as president 
and Ted Cott as v.p. DuMont also 
|announced plans to go into the ra- 
'dio broadcasting business and ex- 
pand its television activities. 
Stockholders of Allen B. DuMont 
Laboratories voted earlier this 


Bernard Goodwin Ted Cott 


week for a program to spin off 
stock of the DuMont Broadcasting 
/Corp. for stock in Allen B. DuMont 
|Laboratories, thereby making a 
sharper distinction between the 


‘|! company’s broadcast activities and 


‘research and manufacturing work. 


Mr. Goodwin, the new president, 
is secretary of Allen B. DuMont 
Laboratories and v.p. and general 
/manager of all the music publish- 
‘ing subsidiaries of Paramount Pic- 
tures. He also is v.p. of Paramount 
Tv Productions. Mr. Cott has been 
director of DuMont-owned stations. 

The board of directors has been 
increased from eight to ten, with 
Dr. DuMont as chairman. 


® Steps were taken, it was de- 
clared, toward acquisition or es- 
tablishment of as many television 
stations in important markets as 
the Federal Communications Com- 
mission will allow. DuMont pres- 
ently owns and operates WABD, 
New York, and WTTG, Washing- 
ton. 


Publishes Stage Buying Guide 

A directory of theatrical materi- 
als, services and information, re- 
portedly the first of its kind, will 
be published next month by the- 
atrical press agent Bernard Simon, 
1674 Broadway, New York. Called 
“Simon’s Directory of Theatrical 
Materials, Services & Information,” 
the publication has more than 3,000 
| listings and is priced at $2.50. 


Booraem to Join LaRoche 

Hendrik Booraem Jr., with Mc- 
Cann-Erickson for the past six 
years, has resigned as a v.p. to 
join C. J. LaRoche & Co., New 
York, as v.p. in charge of television 
and radio and a member of the 
plans board. The change is effec- 
tive Nov. 1. 


WNEW Appoints Yarnell 


| David Yarnell has been ap- 
pointed director of publicity of 
WNEW, New York. He joined the 
radio station in 1953 as assistant 
publicity director and, most re- 
cently, was assistant to the pro- 
|gram manager. 


pe eae pee) Se: PR Ser Sai Ae Pet” See eee eee 
Age aay oe) iL ae eee rt han Faves Caer” Eee EBT antes 2 oa (Pa Oe GR eo ee lg SiN ANS OS NG nh MPRA CIN So PM Le erty cp hti tee Noe 7 Bl eae ’ ; beat 3 : 
as J / . 5 fr ‘ 2 . i : dy } ; Ly } F j fro eh jubienes li Sa SEN tet OO Se a A Dh : jf 
ps ne _ ‘e ee 
se Gi oe 
P : od bn 
i OE oe H Bae 
ie . 
mm, 640 ee e 
ee 4 le 
<n . ’ oa 
% - ~ TE 3 
ge : < # PE a Poe oe | - 
: sey a | 4 ks 
‘ oe : | i = wen 
: a } 4 ae 
4 cy Pe 
4 : és ‘ Bo 
P| ? a | 
Be 
7 
‘ 
4 d 
: : 
‘ 
} } 
si a ae 
ay 
ia 
_ 
4 
r 
¢ i 
ro 
t e. 
ee: 
3 Se SSS st = 
a - er 
: 4 ; 
d fn. Pee rae: 3 SE neces decks ait a aE oS OE a ul ‘ 
3 : a 
oo ie 
2 ' : 
2 gal 
; a - 
a y SJ : 
’ # « b 
ey . ‘ 
i i ; " 
7 4 : ‘ 
j a P ; 
= . . ‘ 
; ‘ , \ ‘ : 4 . 
: ¥ | iy S 
i i ay : ~~ ke j ' 
, Ea = aig 5 a } ‘ ; ; | % ee ' ‘ » \ 
4 : oe ood ig . ae sie ty i | @ sie a fe “a mu 
‘ 2 ' ‘s ay E ; we P bi , 4 
- ee i ae a Wee z : shin ‘ : > a sak 
ee , oe 5 3% = ¥ dis > Svcme y on = ns yy ar 
t ease - Sites a%, Ree rec . ae di. H , a i é : é at j ae ‘ 
a eee as \ | eum =| WON , _ a 
* 3 - eae => , > a x be : 4 - 9 
: > ee Le F . oe v ; bik et d 
: i ’ | es ie. Ven 43 oq Ln e 
; nas Ss, oe W Let at tt ‘ ei ! ‘ 
Bl a EMI | VaR AA } “T 
‘ esis aber te = sans Serres ; —_ ; - ‘ 
a ie ws ee ere y : r ae : ¥4 a wi - 4 , 
SS ee aren i 2 
3 fi eg 1, alae . # A pre ee eae — 
‘ 5 4 ee or a Beh ae all : r i 4 ’ 
: F ; Ne tes ae i j ‘ zi 
bo A : — | ; 
Ps my & N S me itive = s 3 : 
“= ‘, \ . a J a | a 4 eB hy , . fi tame ttt : 
e = i. —_, bey ee t ~ : f 3 fen Soe 
% , ; — reins . : a ; wy es 
‘ ; 7 ‘ be ee ~ ; eas ... } 
i by 8 : 
ie ig po o- 7 
Bs a 
' i z x 
: re "#8 ‘ 
e 5 
‘ _ EO = f 
ee ee { 
~ 
+ 
‘ 
~ / 
ae 
| q 
| 
. 
; 
; 
— 
Po | 
\ 
. . . 
~ 
| | 
i 
‘ ' 4 
j 
i 
ee 
' 
ee . 
t 
1 ; 
ui 
nq y te eo, 
jo ee ote ea see Ce. fae AAS? dei ah i artes es Pee PE ODES gy, 2 oP Eg firs eee in : 2 ak : si je, of 4 1g 
RE 5 REAL ey See aio ene a Te ce Ree ee eh On lo Se Rel oe a Os. ba pen es Sk A Rigi 5 a. flowy eeemerebeg yee aan ee 2 tie tet BC ime OR et ee a eh Me Bea at ce NER wh Sabi tare, Sain EMER R i 3c \,  Sat EL Ree Sen ao 
aoe aan Sar Pate Sale ger ee 7 eae, ah Bi eae AA RSPR AT RR SLs aie a ied RON ES SI I SS SS Ar ae ae ig aaa Be pt Mt gece Ee ip tog ae eer ; FC ed or i Re Ee ie : Te os me eas gee sapere | Pee = 
se aE ca aa teed panied gee OSs be SR yor ge a aah iaeg Sa WN gd CS Sel page eis [oot ets Oped Cyne ol esi ee Cd abi Roars om tral. <a Ren eee mente! Teal empumrae oy se Mates Sh Wek 
Po ees trian eee = eh eee ee eee a 3 agaees : ‘» c key aes 5 yes as PeeeLioeh, Beek wy heaps bie Sean oe a “~ - aes ‘aaa ee AES  Wdph vs ci ee Pah she Let as ttt be aoe ee “3 ps ane yee pad : 2s 4 rete ats at * - ' Veen th = 2 AT Gree Napa . 
ARR. feo EELS Wily on RT Gy Mea gf eM SEO: AL?) SU er hein PIC gE ams Ne re at TE ah ae le Pa NOR oe Ske i oy ah ce, A eee ae gh) diy gio enn Le ahah SRM i nila pa eer ee rea Se me A ely a 2 ee Th Ek dae ace 3 ee algae tet Shay fe ee ee cnt ORR Aa oo emai ee, HL! £ 
a Pe eg ee Re ee ae RZ Ma oy eas ee eee Ya Senn eet pee AL Oa hn Mia Ree et RMT rata 2 ake oP kana le Ae eee hh Sete Bi 8 pe 
Op ETE yp Eatin Sop ani tema BL ae a FN ee oak BR Ce a OS a ges re Ee ig Set eS OP i de i A eee PRS Ook Mee Fae ie ye Me tang eee ehinalae Mig ig Spee amt eg Coe RR ee a Cdk cr eet iat) erg ot omc leith ma hoes eh hk ath 


ge epee gk EA gE” 


aie 


oa 


EVERYBODY WHO HAS 
SOMETHING 10 SELL 
WILL WANT A STAKE IN 
CBS RADIO'S SEGMENTED 
PROGRAM PLAN...THE 
MOST DYNAMIC, FAR- 
REACHING, PROFITABLE 
SELLING FORCE EVER 
OFFERED 10 NATIONAL 
ADVERTISERS. ELEVEN 
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BIG-REALLY BIGTIME- 
SHOWS ARE LINED UP ON 
A BASIS THAT COMBINES 
LARGEST AUDIENCES AT 
LOWEST COST, GREATEST 
MERCHANDISING VALUES 
MIX’EM OR MATCH ’EN 


FLEAIBILITY. FOR THE | 
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FIRST TIME, THIS PLAN 
MAKES POSSIBLE TESTED 
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SHOWS AND TOP STARS IN 
FIVE-MINUTE SEGMENTS 

T0 BE COMBI 
TO FIT YOUR 
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Bing Crosby Show 

Kathy Godfrey Show 

Juke Box Jury (Peter Potter) 
Bergen-McCarthy Show 
Amos ’n’ Andy Music Hall 
The Mitch Miller Show 
Tennessee Ernie Show 

Galen Drake Show 

On A Sunday Afternoon (Del Sharbutt) 
10. Jack Carson Show 

11. Young Ideas (Fred Robbins) 
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..- If you want big-name, low-cost advertis- 
ing the year round, here’s one possibility. A 
five-minute segment weekly on the GALEN 
DRAKE SHOW, KATHY GODFREY SHOW and EDGAR 
BERGEN-CHARLIE MCCARTHY SHOW: 


*Est. from NRI full net AA, Jan.-Apr. 1955; Auto-Plus to SIU, Feb.-Apr.; Audience composition, Feb. 


THREE OF A BIG RANGE 
OF SALES-POWERED, LOW- 
COST CO 
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...Foranimpressive and merchandisable star 
line-up, with daytime, nighttime, Sunday 
through Saturday spread: BING CROSBY, AMOS 
’N’ ANDY, PETER POTTER’s all-star JUKE BOX 
JURY, BERGEN-MCCARTHY and GALEN DRAKE. 


GROSS WEEKLY LISTENERS’........ 22,393,000 
WEHEMEY COG. . 0 ccc ccc ccc ccvcces $8,400 


** For 52 weeks. 
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...And for concentrated, saturation selling, 
here’s a powerhouse plan. Twenty-five seg- 
ments a week for two weeks on BERGEN- 
MCCARTHY, ON A SUNDAY AFTERNOON, THE 
MITCH MILLER SHOW, GALEN DRAKE, KATHY 
GODFREY, JUKE BOX JURY, TENNESSEE ERNIE, 
BING CROSBY, JACK CARSON and AMOS’N’ ANDY! 
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Those are just three examples. Whether your budget is large or small... whatever your sales problem, 
there’s a combination of stars and shows tagged to sell for you in the Segmented Program Plan...on 


THE CBS RADIO NETWORK 
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Advertising Age, October 24, 1955 


Cuicaco, Oct. 18—Buying re- 
tail hardware items in the future 
will be like shopping in a grocery 
supermarket if manufacturers 
have anything to say about it. 

At the 10th annual National 
Hardware Show which opened 
here yesterday for five days, mer- 
chandising racks of all sizes and 
more attractive packages for hard- 
ware items were much in evi- 
dence. Some of the more than 
1,000 manufacturers of hardware 
who had exhibits at the show 
told AA that there were more 
merchandisers and new packages 
than they had ever seen before. 

More than 70,000 sample items 
valued at $3,000,000 were dis- 
played in Navy Pier exhibition 
hall. One large section of the show 
was devoted to lawn, garden and 
light farm equipment. More than 
40,000 hardware jobbers and re- 
tailers are expected to attend. 


New Packages, Merchandisers at Hardware | \\ 
Show Indicate Self-Service Trend Continues | m 4 LIV 


= G. F. Croessant, president of 
Molly Corp., Reading, Pa., told AA 
that the trend toward self-service 
in the hardware manufacturing 
industry has been on for the last 
four or five years. He predicted 
that the trend would continue de- 
spite a lack of enthusiasm on the 
part of hardware store owners. 

“Hardware store owners, for the 
most part, feel that merchandisers 
and new packages are unneces- 
sary luxuries,” Mr. Croessant said. 
“They are opposed to self-service 
in their stores and feel that ad- 
vising consumers is part of their 
responsibilities as retailers. They 
also complain that they do not 
have room for the merchandisers.” 

The entire complexion of the 
hardware industry changed five 
years ago because of the do-it- 
yourself boom, Mr. Croessant told 
AA. 

“Up until that time, hardware 
retailing was a staid industry, and 
the retailers had little or no com- 
petition,” he said. “Selling tech- 
niques and_ hardware _ stores 
changed little over the years. 
When the demand for tools and 
other hardware items jumped to 
unpredicted heights, lumber yards, 
discount houses, supermarkets and 
variety stores stocked up on the 
items and went into the hard- 
ware business in direct competi- 
tion with the retailers.” 


® How the competition has hit 
23,000 hardware retailers, who are 
members of the National Retail 
Hardware Assn., is clearly reflect- 
ed in figures released several 
months ago by David L. Rand, v.p. 
of Grey Advertising Agency, New 
York. He pointed out that while 
the hardware industry reached an 
alltime high of $6 billion this year, 
the 23,000 NRHA stores have 
dropped 12.2% in sales since 1950 
(AA, Aug. 1). Grey is the agency 
for the NRHA. 

“The new packages ana mer- 


chandisers came as the result of 
terrific competition between man- | 
ufacturers for sales,” Mr. Croes- 
sant said. “Many items now come | 
in transparent film or cellophane 
packs so a consumer can instant- 
ly see what he is buying. Items 
that formerly came in _ several 
smaller packages now come in one 
compact package.” 

Mr. Croessant estimated that 
only 5% of the retail hardware 
owners were in favor of self-serv- 
ice. On the other hand, the large 
majority of competing retail out- 
lets were using self-service to 
good advantage. “It appears to 
me that the hardware stores will 
have to adopt these new selling 
techniques in order to stay in 
business,” he said. 

Because of modern engineering 
and the use of new materials in 
construction of all kinds, hard- 
ware makers probably will con-| 
tinue to introduce new items in’ 


the future and will continue to 
carry a wider line of items than NES RCD 
in the past, Mr. Croessant told es ‘die 
AA. E: i 
A good example of a new mer- 
chandiser was displayed by the 
E Z Paintr Corp., Milwaukee. By . we a 
means of a wheel at the top of the : : et ‘ 


steel rack, a consumer can deter-. IN CHARLOTTE 


mine what kind of paint roller and | 

paint to use depending on the Suspicious Comrades periodically resort to “sealed 

bn Sr ne soe Bing Ag cae orders” to test the loyalty of Philbrick (RICHARD 
CARLSON). But the loyalty of Charlotte TV audi- 
ences to Ziv’s “I LED 3 LIVES” is obvious in ratings 


rack also contains seven kinds of 
rollers, roller handles and paint | 
like 59.5 April, 62.0* May,'60.0 June . . . all recorded 
by Telepulse. ; 


trays. 


Buckley Ltd. Names Hilton | 
W. K. Buckley Ltd., Toronto, has | 


CINCINNATI 
named Hilton & Riggio, New York, Fe r Y 
to handle its sdeardising in the Recently voted “Best Non-Network be ne ana ng 7 \ | CHICAGO. 
U.S. Buckley markets Buckley’s Film Series”... “I LED 3 LIVES" is now GET IN TOUCH y 7 NEW YORK 
Mixture, cough and cold remedy, | in production for 3rd award winning year! We Television 
- HOLLYWOOD 
and Jack & Jill cough syrup. ¢ 


number three of a series: 


motel industry's sales potential 


as enormous as its size! 


“Rocket-rise”. . .““phenomenal’’. . .“fast-expand- 
ing’. . . etc., are just a few of the superlatives 
used to describe the rate of growth of the motel 
industry. Do any one of these adjectives ade- 
quately describe this industry’s climb, or would 
all of them be needed to describe this industry’s 


unbelievable expansion? 


Amazing growth for a “young” industry . . . 
and judging from conservative estimates, motel 
expansion is climbirg at the rate of more than 
3,000 per year. That's progress . . . reflecting the 
changing travel habits of people . . . pointing up 
the fact that hotels have failed to retain existing 
business and have not developed in any appre- 


Just how fast has the motel industry grown? ciable sense. 


For the sake of an objective analysis of the 
motel industry's rate of climb, let’s make a quick 
comparison between the motel and the hotel in- 
dustry, which is sure to prove enlightening. 


Almost staggering to the imagination . . . this 
herculean expansion mears constantly increasing 
sales potential . . . a “natural” market place in 
which to sell your products, whether they are 
building materials, equipment, furniture, furn- 
ishings, supplies, etc. And in the midst of this 
fertile sales opportunity, you'll find AMERI- 
CAN MOTEL magazine. . . pioneer publication 
that has been instrumental in showing motel 
owners/ operators how to buy, how to operate a 
motel busir.ess. Offering you more than 23,000 
ABC paid circulation (80% among motel own- 
ers/operators) ... AMERICAN MOTEL is the 
only “fully qualified’” ABC publication in the 
field! Saleswise, this means genuine, penetrating 
coverage of this sales-active market . . . more 
ready-to-buy prospects for you! Why not investi- 
gate the sales potential available to you in the 
motel market, and how AMERICAN MOTEL 
magazine can help you get your share. AMERI- 
CAN MOTEL magazine, a Patterson Publica- 
tion, 5 South Wabash Avenue, Chicago 3, Illi- 
nois. 


Keeping up almost unbelievable, fantastic 
pace ... the number of motels have grown from 
25,919 in 1948 to near the 56,000 mark at 
present. Conversely, since 1951, only an insig- 
nificant number of hotels have been built . . . 
so that hotel construction can be classified as 
“static”. Measured by the fact that hotel occu- 
pancy has fallen off from 92% in 1945 to 74% 
in 1955 for an 18% loss in ten years, the hotel 
industry generally has failed to keep pace with 
the exceptional prosperity and economic growth 
of the nation. 


Getting back to the motel industry, motels 
today are doing a national business of $1,500,- 
000,000—up more than 800% in ten years! 
And motels already have two-thirds as many 
rooms as hotels . . . doing nearly three-fourths as 
much business! 
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O.: salesman friend here makes a 
good living. And we mean living. These 
days ‘shabby thrift’ —a lean existence for 
the sake of a plump idle bank account-— 
is gone with the mustache cup. People 
are having more fun out of life, and many 
of the best things in life aren't always free. 
They often cost money. Which is why the 
fun lovers are the free-spenders. Now, in 
New York, one newspaper is particularly 
edited for people who demand fun out 
of life \you know, the people who spend 
the money) and that paper is the Journal- 
American. The Journal-American is 


edited for the up-and-at-’ems —the 


people who love to be stimulated and 
entertained. 681,000 of them (a cross 
section of the people who spend the 
most — not necessarily those who have 


the most) pick up the Journal-American 
nightly. They take it home, where'‘ads are 
read and decisions tq buy are made. The 
Journal-American itself has picked up 
nearly 2,000,000 lines of retail adver- 
tising in the last 21 months —far more 
than any other New York paper. Retailers 
are learning that the Journal-American 
reaches the free-spending crowd. 


New York it’s better in the evening... 
and it’s best in the 
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Negro Progress Spells Success for 


‘Ebony’-Mirror of 


(Continued from Page 3) 
also established itself as the herald 
of progress and of the “brighter 
side,” leaving the task of indigna- 
tion and protest to other organs. 
And it has been the good fortune 
of Ebony that there has been so 
much of the brighter side to cov- 
er in the last decade. 

A glance at the November issue 
indicates how much. There, in a 
record 180 pages, the picture rec- 
ords of Negro progress are matched 
only by the range and volume of 
the national advertising, which has 
year by year been discovering the 
“Negro market.” 

Ebony, in fact, celebrates its 
tenth year at a new peak of pros- 
perity, and so does its publisher, 
Johnson Publishing Co. Johnson 
now publishes four magazines and 
employs 150 people, housing 100 
of them in what are probably the 
fanciest publishing quarters 
Chicago. 

As for Ebony, it now carries 
more than $2,000,000 in advertis- 
ing per year, and can make at 
least as good a claim as anyone 
else to being the key national me- 
dium in the $16 billion Negro mar- 
ket. Since it landed its first na- 
tional account (Liggett & Myers’ 
Chesterfields), the magazine has 
carried the ads of more than half 
the current 100 leading national 
advertisers and all of the top 25 
agencies. F 
® In spite of this record of steady 
growth and prosperity, it is a pe- 
culiarity of Ebony’s position as a 
“general magazine” in a special 
market that its market may some 
day be found to have actually 
disappeared. According to John H. 
Johnson, the magazine’s 37-year- 
old publisher, however, that is not 
only a possibility but something to 
look forward to. 

“We're the only national mag- 
azine in the country that is work- 
ing itself out of existence,” he told 
ADVERTISING AGE. “By giving the 
Negro more pride and self-confi- 
dence we’re helping him to prepare 
for integration, which I think will 
come eventually.” 

The idea, then, is that as race 
differences and barriers dissolve, 
the swelling Negro market will 
gradually meld itself into the gen- 
eral market. “By that time we’ll 
perhaps have become a truly gen- 
eral magazine for all audiences,” 
Mr. Johnson suggests. 


= “We're already running more 
stories on white people than ever 


NEW BUMPA-TEL SIGN 


foe he THE WORLDS 


BUMPA-TEL SIGNS 4 © 


Mert Faieones 


THAT KEEP YOUR NAME 
“THE MIDDLE OF THE ROAD 


“Tell your story here” 
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WARREN HASTINGS MOTOR CO., INC. 
103 WN. Blanche Dep't 400 Mounds, Illinois 


the ‘Bright Side’ 


before. As the Negro moves closer 
to integration he becomes more in- 
terested in white people.” 

This necessity to promote change 
and at the same time keep up with 
it is characteristic of the whole 
Johnson operation, and on the 
ability to do it hinges a lot of the 
company’s success. 

When John Johnson, a young in- 
surance company executive, 
launched his first after-hours pub- 


lishing enterprise in 1942 there 


was a dreary record of a dozen or 
more failures in Negro magazine 


|coat or a debutante party, but it 


+ 


publishing to discourage him. And | 
his own Negro Digest—which re- | 
printed Stories about Negro prog- 
_ress—was still not the right mag- 
azine, he felt. 

“It had a fair amount of suc- 
cess,” he explained, “but it was all 
devoted to reading. I felt some- 
thing that emphasized photos 
would be better. | 


© “You could talk about a mink | 


wasn’t like seeing one,” he ob- 
served. “People looking at the | 
general magazines would never as- 
sume that Negroes get married, be- 
cause there were no pictures of 
Negro marriages.” 

So Mr. Johnson and his wife 
took the Digest earnings, borrowed 
some more money and launched 
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Advertising Age, October 24, 1955 


| From the start, the new 25¢ (now 

30¢) magazine was beamed at a 
»\particular group of urban Negroes 
»|—the self-aware, aspiring urban 
Negroes who “wanted to know 
more about themselves,” and to 
whom “brighter side” portraits of 
Negroes who are doing well could 
be an inspiration. 

Mr. Johnson thinks the present 
Ebony audience of 2,500,000 read- 
| ers includes all classes, but admits 
|that “a fellow has to be pretty 
well off to spend 30¢ on a maga- 
zine.” 


= Whatever the precise nature of 
the Ebony audience, Mr. Johnson 
and his staff devoutly reflect its 
_ambition and aspirations, exhibit- 
another midnight-oil venture—j|ing a kind of social obligation to 
which Mrs. Johnson titled Ebony. make a business success out of 
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Forestry—an art and science— 


is mastered by Champion 


to produce superior papers 


ets the 
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Here, in the rich pine forests, the production of Champion’s 
quality papers begins. Millions of acres of pine—straight and 
sturdy—provide the pulp utilized in the papermaking process. 


To insure proper growth, these trees are frequently thinned by 
trained foresters. Periodically, new seedlings are planted in open 
country to supplement the forests and perpetuate Champion’s 
wood supply. Champion’s well-planned, well-supervised forestry 
program typifies its leadership of the papermaking industry. 
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/ Ebony. And as other publishers | pany’s attitude on its place in the ,grown as an increasing number of was also low, and mobility was, Out of the subscription drive is 
: have entered the “ethnic book” | scheme of things some time ago industries have moved south and high. coming a change in editorial ap- 
2 field, what Ebony’s editors call 
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the “Johnson magic” has been em- 
ployed to keep the pace. 

Jet, a Negro news weekly in 
miniature format, succeeded Negro 
Digest in 1951, and has already 
crossed the 425,000 circulation 
mark, and two others have been 
added for characteristically busi- 
ness-like reasons. 

“We make continuing surveys of 
what Negroes are reading,” Mr. 
Johnson told AA. “Negroes were 
reading confession books, so we 
brought out Tan in 1950. They 
were reading miniatures during 
the war, so we brought out Hue 
in 1943. Each of these books has a 
circulation of about 200,000.” 

Mr. Johnson expressed his com- 


‘with this remark: “We can do 
‘more for the Negro by being suc- 


carried their fair employment pol- | 


icies with them,” he said. 


cessful than anything else. A 


strong, solid publication can wipe 
out a lot of prejudice.” 


@® Changes at Ebony since 1945 
have pretty well mirrored the 
startling alterations in Negro so- 
ciety itself. The magazine’s dis- 
tribution pattern is an example. 

Originally, nearly all Ebony 
readers were in the large northern 
metropolitan centers, virtually 
none in the South. By now, though, 
nearly a third of the circulation is 
in the South, something which Mr. 
Johnson attributes to economic 
progress. 


“Our southern circulation has 


® Another change has been in sub- 
‘scription vs. newsstand sales, and 
Johnson nearly got caught napping 
/on this one. Ebony suddenly got 
|hit with a 12% decline in sales 
last year—part of a general decline 
in newsstand sales, but it hurt 
Ebony more, as a magazine sold 
almost entirely on the stands. 
Mr. Johnson explained it this 
way: “The best subscription pros- 
pects are people with regular 
checking accounts accustomed to 
paying their bills once a month. 


iL So starting last year Johnson 


| scription sales from 5% to 25% 
Before we came out, there were a of the total. Mr. Johnson looks 
limited number of colored people | forward to reaching the 50% mark 
in this category. Home ownership |some time next year. 


“Then, when we suffered this | 
circulation drop, we looked around | 
and discovered that nearly all | 


these things have changed. Nearly | 


all the Negro skepticism about los- | 
ing his money has changed. 

“He is accustomed to paying his | 
bills monthly, now, and he is a 


‘home owner—home ownership | 
among Ebony readers is around | 
38%.” | 


launched a big subscription drive, 
which in a year has recovered the 
circulation loss and increased sub- 
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One portion of Champion's vast pine holdings in South Carolina 


CHAMPION PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY * 


HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, 
Cincinnati, Atlanta, Dallas an? San Francisco. Distributors in every major city. 


Pace in Papermaking 
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peal also, since there’s less need for 
sensational covers and cover 
stories to compete for attention on 
the newsstands. 

“As the Negro has grown in se- 
curity, political influence and so- 
cial status, he also grows more 
conservative—and we change with 
him,” Mr. Johnson summed up. 

Despite this, and its lack of any 
pronounced crusading spirit, Ebony 
does seem to be leading some of its 
audience in at least one thing—its 
awareness of some of the changes 
in attitude that have to accompany 
integration. 


® This came up in a couple of re- 
cent cases in which Negroes were 
in a position to make contributions 
outside their traditional sphere. 
One concerned Mrs. Pearl An- 
derson, of Dallas, who contributed 
property worth $350,000 to the 
Dallas Community Chest—without 
regard for race or color. Another 
concerncd Louis (Satchmo) Arm- 


Symbol of leadership in papermaking 


Stickin Around 


with KLEEN-STIK 


Go Places with KLEEN-STIK ! 


Wherever you want to be... ona 
cash register, in a catalog, or one 
of a thousand other important sell- 
ing spots for your sales message, 
KLEEN-STIK gets you there! Its 
easy peel-and-press application and 
sure “stick-ability” will take you 
far...and near your customers. 


oe 


I New sales “hock” 
for CLAUSS 


Cash-register position and cash- 
register action go together in this 
ingenious hook-hanger display for 
CLAUSS CUTLERY CO. of Fre- 
mont, Ohio. R. W. VAN HOOK, 
V.P. in charge of advertising, 
“hooked’’ a winner with this 
KLEEN-STIK-backed combina- 
tion display and dispenser, 80 easy 
for dealers and salesmen to attach 
to any smooth vertical surface. Two 
punched tabs (super-toughened by 
the KLEEN-STIK reinforcement) 
support a slide-in hook that dangles 
individually carded items right be- 
fore the prospect’s eyes. Snappy 
roduction by R. F. RADKE of 
AD-MAR PRESS in Toledo. 


"Inside Job”’ for PABCO 


Reprinting an entire new catalog 
just to include mid-year additions 


didn’t make sense to PABCO 
PRODUCTS, INC., San Francisco. 
KENNETH KERR, Ad Mgr. of 
their Floor Covering Division, found 
“D” way to get around it. He printed 
a handsome supplement, with a 
strip of handy, dandy KLEEN- 
STIK “D” TAPE on the back 
cover —making it easy to peel-and- 

ress the section inside the regular 

ig book. Worked like a charm — just 
like all KLEEN-STIK jobs! Superb 
color printing and ““D”’ TAPE appli- 
cation by STARK-RATH PRINT- 
ING CO., San Francisco. 


See how many places KLEEN-STIK 
can take you? Including the top of 
the sales heap! Have your regular 
printer or lithographer show you 
the way with his collection of suc- 
cessful KLEEN-STIK business- 
builders. Or write for your free 
*“*Idea-of-the-Month” stimulators. 


KLEEN-STIK PRODUCTS, INC. 


| 7300 West Wilson Avenue * Chicago 31, Ill. 
Pioneers im pressure sensitives for Advertising and Labeling 
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Strong, who went barnstorming 
| with Bing Crosby’s young son, 
| Gary, to help give him a leg up in 
‘the entertainment world. 

Both of these acts got several 
knocks from advocates of the why- 
don’t - they - look - after - their - own 
|school of thought. But not from 
|Ebony. Under the heading, “Ain’t 
| That a Shame!”, the magazine edi- 
|torialized: “Such deeds should be 
|hailed by other Negroes as im- 
portant steps toward racial ma- 
turity.” 

Possibly as another result of its 
istrong integration-mindedness, 
| Ebony also does not ask for any 
|special “Negro treatment” in the 
| ads it carries—but gets it anyway: 
|Nearly all of the large-space na- 
| tional advertising in which models 
~~ used employs Negro models. 

“It’s a funny thing, but when a 
man becomes sold on the Negro 
|market he thinks everything 
‘should be Negro,” Mr. Johnson — 
lecenmented. “We don’t oppose it, 


The NEWS of the ROCKIES 


First nine months we have gained 
2.728 PAGES over the same period 
in 1954, our biggest year. This is 


/ 


oe 


Advertising Age, October 24, 1955 


SHOWCASE—Impressive introduction to Johnson Publishing Co. is 
though, since it gives Negroes more this elegant oak-paneled lobby, complete with fresh roses and 
| Elizabeth Billinger, receptionist, who is also a model. 

jobs.” 


Advertising to Youth 


AG 
SPALDING 
¥f Dros. Duc. 


A. G. Spalding & Bros., a leading 
manufacturer of sports equipment, knows 
that the young years are the active years. 
You name it, and the teen-agers are playing 
it. They are a primary market for sports 
equipment. 


And school activities point up the natural 
interest of Youth in sports of all kinds. 
Whether it’s a varsity team that the student 
body is cheering, or whether the boys and 
girls are just playing for exercise or fun, 
the pendulum of their interest in sports 
swings back and forth at school. 


That is one reason why Spalding is one 
of the oldest, most consistent, and most 
successful advertisers in Scholastic 
Magazines. Today Spalding reaches more than 1,750,000 subscribers and more than five million 
readers through these excellent publications. Spalding advertising reaches the student at his desk 
in the classroom, in the library, and at home, and in many, many instances it also reaches the 
coach or the teacher who may be guiding the student in his favorite sport. 


It doesn’t matter whether you are selling footballs or fountain pens. If you’re selling something 
that teen-agers can use, you can sell them best in Scholastic Magazines. Spalding leadership 
goes right along with its continued emphasis on the direct approach to Youth through Scholastic 
Magazines. The campaign is placed by Young & Rubicam, Inc. 


SCHOLASTIC 


33 WEST 42ND STREET 


MAGAZINES 


NEW YORK 36, NEW YORK 


75 EAST WACKER DRIVE, CHICAGO e 1221 HEARST BLOG., SAN FRANCISCO 


Sales to Medics Get 
Hypo from Use of 
Pharmaceutical Films 


New York, Oct. 19—Ralph 
Creer, audio-visual expert of the 
American Medical Assn., told the 
Pharmaceutical Advertising Club 
last week that “the surface has 
only been scratched” in the use of 
‘films by pharmaceutical houses 
/and others interested in selling the 
medical profession. 

He said that the AMA, whose 
activities in this area he heads, 
lists 65 sources of films of this 
character. Its film library now 


contains over 3,200 of these films, 
| as compared with 750 ten years 
/ago, he said. 

The AMA, the American College 
of Surgeons and a number of other 
/'medical and related organizations 
regularly use at their meetings 


films produced by commercial 


concerns, he reported. He made a 
number of suggestions for im- 
| provement in quality for the ben- 
'efit of concerns not experienced in 
‘the work. 

| Three types of films are offered 
|to the medical profession, medical 
‘schools and hospitals by manufac- 
|turers, Mr. Creer reported. The 
first and most widely-produced is 
the product or promotion film, in- 
|tended to sell the company and a 
product or products. 


ws He urged that, while these films 
have a defiinte place in the field, 
promotional aspects should not be 
over-emphasized. Further, he said, 
(films should be in good taste. He 
added, “The product film made in 
| poor taste will defeat its own 
purpose.” 

The other types of film include 
those dealing with a basic medical 
problem, plus a product angle, and 
those devoted wholly to a basic 
problem, with credit to the spon- 
sor, for educational and good will 
purposes. 

Surveys by AMA, Mr. Creer 
said, show that 91% of the larger 
hospitals, 62% of the smaller in- 
stitutions, 97% of Army and Air 
Force hospitals, and 98% of Veter- 
ans’ Administration hospitals have 
16mm film projectors. The Journal 
of the AMA reviews films regular- 
ly and otherwise cooperates to in- 
crease interest, he said, and he 
cited a survey of companies using 
films which showed that 29 out of 
31 regard them as worth while. 


‘Mitchell Joins Emerson 

Frank Mitchell, formerly gener- 
,al sales manager of Remington 
|Corp. and general sales manager 
|of the appliance division of Servel 
Inc., has been appointed air con- 
ditioning sales manager of Emer- 
‘son Radio & Phonograph Corp., 
New York. 
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Do you sell lipstick, face powder, wave set 


...or any other kind of beauty aid? Then hear this... 


THE FAWCETT 
WOMENS GROUP 
GIVES YOU 
MORE YOUNG WOMEN 
18 TO 25 
PER DOLLAR 


THAN ANY OTHER TOP \ 
SCREEN-ROMANCE 


COMBINATION 


here per dollar than any other top screen-romance group. (3) More households with young: 
sters under 5. (4) Greater readership vitality—delivered bonus 3d quarter in excess of 
| 250,000. (P.S.) When you’re buying young women—and the low-cost, low-duplication screen- 
romance groups—buy horizontally, select the best books from the top of the best groups .,. 
and you can’t miss TRUE CONFESSIONS and its screen-sister, MOTION PICTURE. Fawcett 
| Publications, 67 W. 44th St., New York « Chicago « Detroit + San Francisco + Los Angeles 
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64,672 pieces of mail from only nine broadcasts! 
That’s conclusive proof of the impact and popularity 
| of a radio program. For nothing beats listener re- 
A | sponse. WCCO Radio is now counting the greatest 

audience reaction in its 31-year history —reaction to 
its new As You Like It series. One feature alone— 
the Unscramble-the-Town contest conducted by 
Cedric Adams on Tuesday nights—has pulled this 
astonishing mass of mail. And it’s come from every 
one of WCCO Radio’s 109 primary counties in four 
Northwest states! 


me in, Cedric! 


This tremendous response is not only testimony of 
the ever-growing vitality of WCCO Radio but also 
of the wide appeal of the As You Like It series itself. 
It’s a Monday-thru-Friday strip of full-hour (7-8 
p.m.) variety shows with the Northwest’s five out- 
standing radio personalities—Cedric Adams, Bob 
DeHaven, Clellan Card, Ed Viehman and Gordon 
Eaton—taking nightly turns as emcee. It’s loaded 
with ingredients to help your sales curve rise As You 
Like It. And at an amazingly low cost! 


Count yourself in by checking with us or CBS 
Radio Spot Sales. 


Bob DeHaven 
Clellan Card 
Gordon Eaton 
Ed Viehman 


wcco RADIO 


Minneapolis-St. Paul 
The Northwest’s 50,000-Watt Giant 
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Selas Corp. Appoints Bub appointed Garry Bub, Ambler, Pa. 
its advertising counsel, effective | 


Selas Corp. of America, Phil- 


‘| Department Store Sales... 


adelphia, consulting and manufac- Jan. 1, succeeding A. E. Aldridge | a i d 0 f 0 15 W k 
8% Gain Recorded for Uct. ee 


turing heat process engineers, has | Associates. 


TELEVISION 


TaD) (Onde \eticubes | Aléctricas 
CATALOG FILE 


is your means of really selling the 
rich Latin radio-TV-appliance-electronics market 


. . . because it is the only effective, low cost means of placing 
your promotional material, catalog sheets, your substantiated 
sales story in Spanish on the desks of the 11,750 key buyers in 
this $900 million market! A hardback book used all year. Free 
expert translation service. Issued in January, closes December 1. 
Act now! ee, 


Write today for complete facts and market data! 


7B 

THE CANTERBURY PRESS 2001 Calumet, Chicago 16, 11. MRO 
a maher Down Beat—Covuntry and Western Jamboree—Record Whirl—Up 
Beat— Music—Beverages—Rodio y Articulos Electricos—Bebidas— 


publication Lo Farmacia Moderna—La Tienda—Elaboraciones y Envases— 
publishing since 1934 Radio y Articulos Electricos Catalog File—Bebidas Annual Directory 


WASHINGTON, Oct. 20—With the | Louis, 4%; Kansas City, 5%; Dal- 
holiday season coming closer, de-|las, 11%, and San Francisco, 8%. 


partment store sales entered the | % Change from "54 


“YELLOW PAGES’ help GRAFLEX put 
LOCAL SALES PUNCH in national advertising! 


= 
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AND exctusive 


Pes. eae 


| pyst-BUTTON FOCUSIN 


i 1-1136 

ve Pick up the Graphic 35, and ya 

Every control and adjustment 1S . 
anal slides oF black and whi 


ae 
Spectramatic Flash Setting: * 


cake pictures like the expert® 


nN. Y. 


GRAFLEX, INC. ROCHESTER 8, 


GRAFLEX — like so many other leading 
advertisers of branded products—uses Trade 
Mark Service in the “Yellow Pages’ of tele- 
phone directories. They do it in order to 
localize their nation-wide advertising. 


camera 
«wHER 


ETOB 


Here are just a few of the well-known adver- 
tisers using this ideal dealer identification 
plan: Aluminum Co. of America, Exide, 
Kentile, General Electric, Chevrolet, Chrys- 
ler, Black & Decker and Allied Van Lines. 


Does your advertising make it easy for prospects to find your 
local dealers? Here’s how it can be done simply and inexpensively. 


1 Use Trade Mark Service in the ‘Yellow Pages.’ 
Your dealers’ names, addresses and telephone 
numbers will be listed under your trade-mark 
in directories covering your markets. 


Use tie-in references in your advertising like 
Graflex does. Then, prospects need only look in 


the “Yellow Pages’ of their telephone directory 
to find the dealer near them. 


bh A trained representative is ready to tell you more about Trade Mark Service and to recommend a . 
t) custom-made plan designed to fit your distribution setup. Just call the Bell Telephone Business Office. 


last quarter of the year still show- | pederal Reserve Week Ending 
ing gains over 1954. For the week | District, Area, and City Oct. Oct. 
ending Oct. 15 department store 1 8 
sales were 8% ahead of the similar | ‘Tee District ns tts 
week last year, the Federal Re- | Metropolitan Areas 
serve Board reports. ee +7 —5 
For the four weeks ending at + sneer rm tg wesecscnnessces te = 
that time sales also were 8% CaMbridge veces. +13 +10 
ahead, and for the year to date SIE iciicennieinbncaniane +9 —323) 
they were 7% ahead. | rn Sapa +3. —t§ 
NMINID suiaitsuiesdcinpicladenichen +8 + 5 
® All except one of the 12 FRB ag sg Revere aaa aS “ae 
districts reported sales gains for New York District ................ r+ 9 - 
Met litan A 
the week ending Oct. 15. The one Buffalo ais thee a aa welt +10 —1l1 
exception was Minneapolis, which New York-N. E. New 
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lanta, 10%; Richmond, 10%; St.)  Witmington ooo. r4+20 +8 
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Advertising Age, October 24, 1955 
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Department Store 
Sales Barometer 


Change From 1954 


Week Ended 8 
Oct. 15, 1955 a + 


Jan. 1 to 
Oct. 15, 1955 | 9 +7% 


Trenton _...... + 3 
Lancaster ........ + 3 
Philadelphia + 8 
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City 
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Downtown Washington .. r+15 + 7 
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Phoenix Agency Joins Four A’s 

Jennings & Thompson, Phoenix, 
has been elected to membership in 
the American Assn. of Advertising 


Agencies, New York. 


ASK YOUR LAWYER 
ABOUT THiS 


Test CASE AND COMMENT’s stature 
and depth of penetration with your 
lawyer. Let him tell you of the active 
interest all lawyers have in this pock- 
et-size collection of professional help, 
information, humor. Use CASE AND 


COMMENT to reach the largest legal 


market you can buy. Guaranteed 
100,000 controlled circulation—actual 6 
mos. av.—128,459 . . . plus 22,697 bulk to 
law students. It’s economical! For sam- 
pee, facts—write CASE AND COM- 

ENT, Dept. AA511, Rochester 14, N.Y. 
or National Publishers Representa- 
tives, Inc., 114 E. 47th St., tt , oe -* 
Plaza 3-5171. 


ie ae Be REA tpt S Sa, 


ha toy. . 
sot P 


ee ee 


> a 


¥; 


Reg EY 5 ee a ae eee S cf ey et esaeg, INe i ON SREP an aero Re beasties ia ge eee SRR Sapte: TA a 8S ee ae EA FE ee ey oer saeecealenfesiteeiasalmaniaimiiteheiciaienmne, 
ws =f a » ; oe. t 
& Y 
ats 54 ee | 
Tabet age ze 
eae Ya 
cee Be 
’ aaa - —- : 
ae ‘ 
ae = 
a —$—$—$—<—$<—$—— rr ; 
oe 2 
= 3 ee ; 
me | a 
soe” é 
ng oe an i Quy us 
Bese a | ; 
ogee Ba Rares j mF 
a Soe =~ — 
oe | | . 
et =e ie j 
7 7 | ; 
Bad | : 
as - | 4 
ad : 
- a , 
a ; 
Ja i 
ae 
aay e 
; 4 Be aa ’ 
i = i x 
r oe, ; 7 
rico" 
amelie: 
PA 03% iy f) $ 7 
ee : 
po 
=e! eS = 8 7” ' 
Le a, "% a 5 
er ‘Ss a - Zi 
is a Bs | 4 
&§ : ' ea, Be ; 4 ; 
4 es t | Es er C7 
Saad 2 4 ¢ e ¥Y : 
id as : a8 2 . ? 4 * “he 
oy ‘“ ~ | graphic i 
ee 4 ic Eouipment , fies HOY’ | 
es ” Photographic , ul & Supp! Cy ! 
Pa A re ies-(ont’d) . © 
= x & Suppl cms |e Jae 
‘eee ae ; 
is a a and Qrarnic \ wee «we?  ) 6 
: ; ee: : s =e ee a ' . - 
Bee be Pacemaber® Crow ary? \ service. 
aaa Ba 
it. % speed Gragmicess Cire PRIZE-WINNING Bigs cameras. 
si f Care iro 35 ant Graph CAMERA \\ the new tome 
. ; ‘ Cameras. ( s \ for home, 
_ A os US. Pat. of.) F | i by 
ie i and experienced ' oe TO BUY < 
: 4 ‘ | craft: ry ° 
4 rore| | ey ee 
a aay ee 2 \ arthS! “Ss 
De aan a ‘ -SChenly } . ; . ; -. = 
i ue 
ae: % i 271 ; a 
a 3 2 -ATinte 2 
ius a. * _ 
" ie 5 {Wh Schenty 1-335 fF B Koch - Owner _-oPAirtx 1-4229 a 
Ka, » me . 1-7000 ederal oooeeeorr? ‘Airtx 1- 5" pi 4 
ere 4 i w12F eters NorthSidemkt-F coe 
g 3 + ComenoTo SUPPLY “ | 7s 
Beg % q i ; a3oWood-GRant Lag a 
= 4 ts : FB ined bu ty 41-0440 ‘wae 611 E Ohie--- * 
eRe 5. & aan? a : a dealt 1-1136 Max i ~ ' ; r . p 
nS ¢ . eo : penn @435mit - : ec) 
a) @ wy woun’s Kamena ExOHAnes . 
i ; .* die x F Line ~ Graflex - " ps4 
es a : es ‘ P| 4 88 ’ Comp iamond eoceesseo” y is i 
eet % P a ee = onty 3080 Z es aS 
es wee r ‘ a ¥ —< cs Se SE ES : eee Re S 
aay ss <3 ge ae es ~ ae = 
he 4 “ 28 “G 
: Ff \ i ¥ . = y Ad Ca ui , is fs ? an 
“ay ; : . | 4 
= be oe ——— eit oe Z ae 
Se, , oy 4 Pace. of ae 
ts : * D he - 
vie # ae — ec ae i 
Bie 4 , a ee Soe Be i 
ry : ‘ Se pegs EE rte ae pe “hs 7 Ye es ig a ior RA ere ee —- ‘ 
wires ES Ee a OT Tg ee OE NO. NS EO NY ae Ne NE ae ee ’ 
hee ‘ 
— 
: x Z 
Lol 
; - 
’ ; 
; ——_—_____ 
as 
ee ss | 
ee ee | 
z A Da. | | 
' 
‘ 
2 1 | 
ay r 
- EE , " = 
an Ae Taka Golekt i ee eee : se eh a , Ugh Sie ee oe ee : i pata! aba ‘4 P vad ah = ea te t See ose ee ine Poy Z oh ae heron Apt ae a eae % Pe eth OS A ee bast) P ge re ieee ee aN iat Oe ee eS RM, eM ee ei ee ae gi Wa 4 7 ae, 
; Pa Gh GER Les ip FE pa MEER © eee ee ick oe a eT rei NRO A Rik ewe eek etn EP EN EBON Se eee pas OY Ra. Se De ES Oe EN ney ern ee ERE, GABE Utes ieee eet ic Sie bat ie ot. Ue 
ee * nang eey SURI LEON ETE Wm a Soe tg) 2 7 tee ts bani ook Sets & hee cae ewe tees 314 Fouad: is SPS Oe Sek Ps aboen a cs st om mY RS Ce Corian ass ro is 38 rs nde byte Bee rape we ro By or a cages ae Wa ERP AID DOaae re RA, Bh cette Ube Fe = Ngee 
lp tye Ade Re Loe cs eS ce re ih iS) ree «: See aw ee ieee LE PRIN, Sat Sir Mere Stee: Scheer fo PRE a> eh ete ee ag Cis te ee ae ay CUE AE Hay ETS NR OG oS PREM NEDO TY x: sega RR 2S" pe en geaNy 4 Bo ei 
see Baty NID NEI PN rag Ta ME LTT Spee ie oes ae ag tie Re ea naieim aay tee nares arto oe ABNM tk ns sg Pare Oe eee be ea ae es ea ee BLN, Rg eon Vi Rear teen) 37 sae Aor MEY «Ae tS: alo Ca 
Pe a? Ea alr eR SORES Liem s SP Leth oe Ae ploy PTC MRT RELL We re NER RS pei oma Mero lo ous Ue: AE Lor Mate d aC: Dear Qe aie ieee JES Geen Ow aie ARN Ine ee We ane ed Ss Ah eae ae Oy ar gar tae Le Mie | Sk ewe SBN 
Oe MEPL rN OSS ph Rite eo ed he Et tee Ber ONS airy ks a Ae aT ba eee IE SBA, FI, BE MEN fhe eh Boe oR F eek al ean a hana RERUN PERS SO" in ea ae oe ey ye, > Sty ee Say CEP Ras Ee OMe LM ieeh Pals eee eae Ru Toe eet ee ie maga ee 
PPS tly TR RE DEY Lack Pry: Sar MISE OURS”, cabana ae ae sO E a te To Oe AY ee eee SOL. ae cl Ee ei UGE Lat Se eh SORES ar ee Gear Tk” Net” (aPC MPR Stately ce agitate ak ert! Aig I Seema Pe RO CR a SR I aa Sg Eee one ceo een aad ort eR 


—eSeSS—___e__Qga 


t ing wise wife knows you don’t tackle Daddy 
| for a new freezer while he’s waiting for his 
dinner. Psychologist by instinct, she waits for the 
warm and wonderful moment after he’s finished 
his lemon pie and coffee. For the mood and the 
moment are a mighty force in any sale. 

And canny advertisers of products used in running 
the home are catching on to the same psychological 
fact. They make advertising dollars go further by 


wall eee 


Point of Change 


pointing them at people in the mood to listen. 
People who’ve already been softened up toward 
new home ideas. People az the point of change about 
something in their homes. 

If you’re selling a product used in running the 
home, this simplifies your sales problem. You don’t 
waste time, circulation, or money. You go straight 
to over three million families at she point of change 
in The American Home. 


KID-PROOF DECORATING. Ideas for families with 
both home pride and child traffic. How to share the 
back yard. How to make wallpaper scrubbable. Draper- 
ies that scorn water, dust, grease. Happier homes start 
in “Don’t decorate your kids into delinquency.” 


HOUSE FOR TWO. How to have a house with mini- 
mum investment, rock-bottom upkeep is the news in 
“No Apartment for Me, Thanks.” Air conditioning and 
all, it’s a giant for living. An inspiration for all those 
who want a real home within a realistic budget. 


COOK WITH COMPANY. A really new kind of kitch- 
en! All by. itself but inside “the family room.” Chop 
the cabbage while you chat over Junior’s electric trains. 
Win his help in clearing up. It wi// be done by folks a¢ 
the point of change about their kitchens. 


CHRISTMAS DINNER IN NOVEMBER, Any rebel from 
Christmas in the kitchen can switch to freedom by 
reading “Freeze Now, Serve at Christmas!” Smart, sen- 
sible, ““‘why-didn’t-I-think-of-that” ideas. (An advance 
salesman for holiday food products, naturally.) 


BIG BOLD FLOORS. You'll be brave as a lion if you 
step out of bed onto our lion’s rug. You'll be gay as a 
harlequin if you try our tile-floor ideas. Either way 
there’s real urge to action for anybody at the point of 
change about what's underfoot. 


ALL-SEASON GARDEN TOOL. / the point of change 
about a lawn mower? Dream about this: One tool that 
is by turns: snowplow, reel-type mower, rotary mower, 
hedge trimmer, soil tiller. No wonder home-minded 
families look to The American Home. 


P.$. We, too, are at the point of change. Just 
moved (pencils, typewriters, easels, brushes, 
and full kitchen paraphernalia) to 300 Park 
Ave. Come (or call) if you're “at the point 
of sale” about your advertising. 
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In drugs, for example... 


® Nearly 3,500 stores have tied in with LOOK’s 
“Complete Medicine Chest” promotion 


@ 32 blue-chip national advertisers are partici- 
pating in the promotion 


®@ 43 of every 100 drug retailers rate LOOK’s 
promotion material “most effective” 


What else gets you 


retailer 


Betty Clooney and Robert Q. Lewis, stars of ““Man Ver- 
sus Medicine Chest,” in the November 1 issue of LOOK, 
show LOOK’s 19,500,000 readers the importance of hav- 
ing a well-stocked medicine chest. 


LOOK’s “Complete Medicine Chest” drug promotion, 
based on this feature, is now under way. Impressed by 
the success of LOOK’s past drug promotions, some 3,500 
retailers and 32 national advertisers are tying in with this 
one. The tie-in outlets include such top chains as Liggett- 
Lane Rexall, Katz and Sun Ray, and such leading inde- 
pendents as Kal Payless Drug, Pittsburg, Calif.; Bruno 
Drug Co., West Columbia, Tex., and Zimmerman’s, St. 
Louis, Mo. 


Twice each year—in summer and fall—LOOK’s drug pro- 


Wane) Sage, - oe § —~ 
es GIS: ¢ vy e : é ' * ” | is Sp i Pk big * if oy ey ia : ao 2 - eae ‘ Aa Doe 2 ‘ Tie f.)” s eR BS ie ‘ , ; 4 t ’ " vt 
f : 4 om] ; i ~ . : ) : eff Ta ~ Wt eae ‘ : Pe TPIS PD «alti 
> ‘ y J i — enihineaso oceanic ifenilgenieaiicsnettpaie toc pits 
Ne Y & ale 
= o wef 
MGW mon 
Cars b x 
Foe ; 
ae at 
oe ee 
=e a > ee 
geet: ce 
Gis, 
i = oa 
. ee 
es 4 : on 
am e 
e = ° 2 
iy rat 
PRE ) ning 
sa 
et a 
er Be, 
cay ee 
ae 
ai * C 
se A a 
ee a 
Se oR 
aaa 1 ; 
ee ame 7 
ee 4 
a ‘ 
ae —* 
iene 4 
ai hall 
ae ir 
ee LOLS PSE IE ARTS 8 i I A A MRE i 
a ag 
ESickgt i 
Pons | al 
ie pate ; wien rn ’ "4 
"hea Bax oy Ce 3 es FoF “< oy ; 7 q : mey.. Te ge ial es Feiatics § a ~ Po Oe : > , a, = laa ee 5 : a 
2 hee S ee i. — ee . .. ee ont = il 4 Pie as iad a / ot ea mre: & j sae 
- oe ee. . ; = 2 hone > er . eee _ 4 ee. : K, Beak ys a gee ~~ ase. pee 
epic k ; as Ea ‘ SS ang a > = . Se es A Re x “Spee ae - a.) * oe 
i <3 : . 2 ger ah > : = a isi > = : A Ba .? pe se .. one 3 | 7 © » oe 
ie : 2 of | bee a 3 oe . -4 —— eae — 4 te ‘ = are a i 2 
ia : : ee fy Soe ae = ; % : ey < ? . > y * he on. ie a ~ | bee eh 
as + ed oni ————— ‘ ; : a j : Kr = ‘ C.. @ - i — C ce, 3 =" 
ans rae et — ee Lm eae oY >. : a  . i ee ica 
al : : hs se . » Sag ae a4 4 ie = a 7 i: ? a en P ie" - ih a wae a 
ieee 7 ; . ie ee See ‘ ; eer RS ; q » = as s ae 
ae ° er ees . FS ee Ce ar Pe ‘ies Re ee ee ee al: ‘eee eee ie 
eee eee . : ae on ‘ * ‘ Pe re Bis aes we . ] Ng ee Res 2 a ea ag ae ~*~ * : a es Bo par 
: ae x ee ee a RMI ie ae oe eam oF @ e eck ere! Ab ae 4 Pe oa 4 
C s = - ile on Rg y * : Ri ‘ = — oe * i : i y ° ™ eg eh, ai ‘. we 
¢. ee re oe . —  ¢ ss & poy salts 
Be : > ‘ ‘ Dao 3 cee aa &s eet ee ” ’ ~— es a2 . he : 
: ‘% i es a Se ss , OS Sa ao ee iii e 7. os ; 
ne ge Re ae F “ier Pe Pee gt Se “oe Ge , : ; . Fs SO a. 
a j ; = igi: | Sah ; . Pegler dal ae * See aaa cone * : — ‘ i’ Se : | Boek : 
3 ; i ad canna age es, Pe & as . ear? P pr Ba a) i oC ae a ae : « aoe 
ee , ‘ : eae % Gon oS es ae og , *2., ee . § ' 
a . — ae 3 % F = - 2 eRe ASS Se So ae ee ‘3 a 2 7 : ‘es ss aac ee s oe ‘ 
ag es is ae ee —, ge Rie - a : eek 
P.. % . ey, 4 oe ie ps, We . a 2 ‘ —_ ee " i om” ee Ber geel es F ‘ “ PH %, 
ef 5 = yl i — i aes oa -- a , se * es ee 
ea. : <n nei : — . y h. Fe : Sie ee - SS % ee oe ; 
Ge lan 1 a Re Re RETR Ce . a lee cide mas : —  . Bot oo * % Dé ier uci “ 
ate sy : ps a ' ARs. Mates af Wwe : ; ee eo Best iat. 3 Gee ; 4 
eal : : Stee Sa ‘ ey pt Se ag Cred a bea >) a eee * mn ge a ‘ ‘J 
oe: Bi ress ee eee > & 
Ae — ¥ oe Ssh SE é ee ee ae — ae ae = ied. Seg “i . : Be 2 
ae 5% ’ 7 ° d *s * 7s EC vee oi. ae es a scl y , > tis 7 eS Re fis bs “ 3 F oi, - * 79 
oe a . te re eis é e* em re SS See ae mi ee” Sa ? Sam, « p 
= ne ae = er ; : ate — % oe of P e aa cue, ee 
oO Se . ee g 2 bg & st /—— ‘ a i he oe os we i ee ee 
oe F : ie wy — % ok OB a? : 
o> aed as a ee : i, ARR <a ad ac. cere: 
a Ph er 3 ee ek oa a a ee ‘ oe a A : ie te 7 
jena — a ’ Pe us ~ an a og 5 Se ig 
ult ae ae ac ig & * — ——— 4 : " BS * 2 S63 : P. ca ad aM 
se" ' ‘ : ee ee ad Oe ee aE 2 ; mh , a ee ee ee ce : bic: 
i ‘ ‘% was , e : - eS 2 ‘ . ll s ref a rein a 
Se 4 F om ry : Bai r ps tg » ‘ity Ph akon 4 > =e el sus 
“a : aa Pe. Sey. eke i : ae 4 TS ss am A See ‘it i sa - ibe 
: ae % 2 — ie Be = ‘ie 
e ¥: , 4 ij = aa eer. ny 
——_ : m4 ie ers - o Pad “ i at . Gee. sis 
, i {eo Re ss shy — & . os - ao tee ‘a A™ : few ™ 
ee - ‘ Son om a als ad ct ame : ¢ ~ “et: 
ae we s othe n@feras sa ger pO ae - calla RN LE ; 4 a ay Sae 
ee, : ee: . : a i e Ne Tea a ray at, 7 9 > a eee 
ey one a a2 > 4 BOS we ee Baka 3 ae a oO a ee = Tae 
ee is <7 “gr +! | SRI pete say, ’ a eS 2 en aa b Sa ee ae 
ian . ws ’ 2 Sa Yee | pe Re Oe ie eee . a is 
Pap | te a P 1 a, Sar ey ee - > de, ae Pe é Rt I iad é ae a 3 
& 3 € ua, ‘yi Lay ' Lg $ ea pape 5 a a a it es oa 3 oa 
aides ‘i eae * oo, Aa ae aR Me ORG Te A edt er Si pre o ¢ oa = Ie 4 ay 
ge ; Oy ay, : Aneee Se a” MES ae aan tee fee sey crates enh ge at clas Hoes nie * 
Ye geome z 3 ‘ me Sata aaa eS BR ae samt is fae te A ane Spe ee won 5, 
Sear me aa é = Sr es a i Ns Siig Sth, ere! i ea re Se ee ae ; age 
oe ve Sees a a a Ca MI Pi Se i x a Mme a 8 
FL en a se ete oS : Ps *. Ses eee 4 See Saris ery sek. ey i “4 wat e 
ee : mae : eo, *: it Ber ee De a ar oe es aioe | Pe ¥ ons a : 
mere : + ¥ 3 7 _. SR Eek Y . SAE OS : . “ pera oi, a Fount 4g, r Ky i ; 
eee = : * | ARS sh oxen gael ce EE 
ee ; ay he ee ane Ks; a ee a tes ame ek * he Nag bi sae - ae 
SE fhe : : foRe See = ee ae , — .- a * pia ees . ti 2 
eon : ‘i . +e eee ‘ % p ea aes) Ene 4 — re af 
— Riise & ; “a ~ ee ane Fe t. Z —— rl wll 
io a “ee ee Cd ;? ES TREE pose bo j 5 jes eee i c ie Vase 
ee | igs nee 4 ‘ ‘ % ey 3 1 i Vinee x a 
eS f : : . _s Me aad o + ks 1 ain — “ih 
SW ; 3 ‘ . os; a a aoe &. 2 ie 
— — th co , _« 2 ‘ rity, “eae: 2s ef 
i ; a sa a “i be Py ea § “a ’ - Lag i a ae? 4 ‘ 
ra. 3 ‘ * Rd hs, . - & 4 $ . a 6 ee a 4 F 
ms y . “ ~ oe ’ ae — & a 
“3 t ° i ioe : . + | o dl " ~ g i 
Fie Lies 5 * » ‘ >" \ a ‘ ¢ 
cc —— way Z : ~ . — as 
= hie SR mr. % ae P. * ¥ + Era " | r ; ’ 
-— Ss —— \ aw | 'S 1 
| rr ev : } o ?. So ncas : 
ete 2 ‘ * ¥ > " oo ae gage i Yi ; : 
ae oy Pr . ; A gratis ‘o a Pe: 
ie _ : : $ e o® ro : i. ine tela mE x a * 4 4 € ; 
ae ; S s ‘ = es Sa at 9 ¢ : 
7 . : % ’ a a - ™ 4 ‘ ae 4 pe ®t 
&§ —- = ’ oy Fee (ee Pion =— 
: se s, _% oe Be “ “ —_ nee “2 iv; 1. 
Radin i ‘ ee : £ pk he =e “ ts : Saag ; 
o an \~ Wire: ae, ae “ ® s z Po a 
i ae ae ¥ * sake, ft ae iy. * . a E . 
Wate H i, i 4 ai of nee Raa . ~ “3 4 4 ay! ‘ a, as’ 1 r 
ae Pi fst eo 4 wa ot) 2 ee a € a ¥ > * ahewinaiuaiet! ~ % - P 
Beet * j 4 A re ee . oa ee eee y. Se i 
caoueee 2 oy PE a ae aaa Sata Lee on <b ae ps. ape ait ee 
Be en “ A Seg 8 f ¥ ¥ vi soap ae ee nc ee 7 on  —_— ‘ | 
as ae aa a. = : , i — = es ee i es Ba Re lk . 3 a : 
pnasc —* é _ 5 a . Pris Gata Me fe: ‘ | 7 Bee ee as pias ga pbs acelin Mean WY et » & aes aS MRS o> $6 , Re oe 4 5 
Ps Be “a Rien i j me j Ni a ec : ie ar z Pa oS eee Sy pes Bee ae 
eat a Ris ee Se : —_ ie OS i a > 3 ve : ae ate 1 sr 3 
tae it a hi -” ae b af % ‘ ai a5 a 7 Ye: s. eae Wes wie : 
yee SES Ge es ae * * Wl Pe ’ tam * gets, : 5 : By ig 2 A 4 4 
eke : ie ee - ’ sie aa yee ee s oJ ° ee ei 
ae 5 nee: i spasnsents ‘ e aig a at ~ — ee Pe PP eee oy eee ee eae . ‘ ae a 
ee pine — oe ee eth a Pt , Sane . eerie = : Zz 
Sy 4 se» a a, 3 J 
Bae : e, 
aE oe ; 
Apes | 
‘ | 
at | 
Seer 
ees 
ea 
Bs)... 
> 7a 
ee stu: 
re 
2 
eel 
hae 
Beige" 
“tl 
fies 
’ ‘a 
oe 
| ; 
. 
a 
., | 
: 
| 
| ee 
= : 
a ee 
Be : 
pat ‘— 5 
0 \ 
% 
ae 
‘a rs ls 
: : 
ca : 
2 t 
vp 7 
ae ' 
? ye 
ae 
: -_ - AAS A = . 
oc : , ; ’ 
a a a vey See , ayy ¢ ts bi . ~e F at - ees a et eee 
1 FE ee a aT bea eh eg oe Soe Me es me tegee y py ee as cd. eee ee 88 8 Oe oe rene . tet Wiss rae, of : & ee a ' E 2 2 db, Saaee oad . ; eg hs 
= = «To me Fy > ¥ io P ioe 4 pe eae | ge en ie pte tp ea ws Se: eet a eG eee. HL 4 ey : A , oe a ; ‘te op” toe Eg ee Supa? bs Sara met. Os . * = 
ieee Se alee ae “Vie. Sek thiva ak + ed bce ok? pence Ca FT 4 phys 1 eed d eco e : at YS < ee ee ee vais re SiMe ASS, Si ai gece aor! Mw wet et Bo ig: al tet MI aN oo Rae MO gh PRE 
sats gh pat ties fee dame ge Nc ra Se ap hart KOR ge? ach Momma ue aon “at tA eS eee gos PoE ee hss ot, ee EY LANs Re AeA Sees Meee 3S sprargetient™: 0 ie 2 Oates Gio pee Tt Se ie fae 
eas Foe cigs ee ee oa ad Weide hee Se ee ee RUSE GM 1 Nag gs des reli ey Be RES? Pas Ar eras Se idee eck a ome See eras pe ie RR as Tae Fete ae ee Meee Leer batt ee ATEN per es as Sigg So PUR ea gr ow RE ee a” sh Die oes 22% 
FN agile 5 fy xd igs bd tc E sattg, age hen nes Ba 5 RS ks ee a ee ae oe eS Oe eS ete NC Ba ET is aly We be TE eid, Baw Renter gst NY) ba) cog eh ela Oat ers es gone ce eR eee Se geen Pee, We eee, eee de, ARE Se ne ene tae oy 
SEMEN ob Ae Sa Re ro ERE fac | Pa OOS GOP ORE AEN SE Te TREES > ot ODN Sain OR emcce dA RIT at 19s Sate sy eli 7 go a Late «gt Phe eR Gs EG tee y i Gl geal ape teds oe Naa! os ett g7e 
at Mig ATS aed ee ts ae ia dh 3 ade ge Oa Bee IE ede Mme tig es 5 ey ates MRR Ey atte oo Sata Ce tee NE T, oe ete Pha tae th See tid eis a, MP Soe tee os ® Nee Ages Ke re gt AR DR erie Bae fy Ft em fe es Py: ear er | “a SRA Re Es Foeay eee 1" a =a Sanne F 
fe SER AR Ee Sear er ee cee aet Se C one aed ae Be, ve Rg ht ete Ep ening fh ah at Mey a A ha ese iy’ ig na keg ee gg st 8 NER oS a ae are geal oe SIs ea ie og eget iy RS OR Or ee Pee RECS Y ae se he aS idee, Air oe no oe * Py ae 
hr Lee es 5 ofp nr eee is Gig - ms Pe Sg ENS, 78 Eee Tegel Pe tea el eee 2 Ses ey tg Pr tae te hater ae eS Mes wh, eh: as 3 et Tae" 2 pts en ‘s all gs Le ark pity Mi eG fe ih gh ee me ON FU hy Soe | ee eed ie eae eh Z hh 
BAN Di etter i ha Sete a gt as RCN or SE BOT ORL MI Se TET TL eee aetna mainte ae ps MOREA ACRE SAR ATS AT ee ie ies eR hte Sead ea gee “Se hs, 
ime Pin eT tae Lee ie in Te ei tee ie ere Sakae F50 F ih Mas eat ata ee tae US, Rig BO Bh Pe oe a ¥ ge hie "Shee game See Cre é yee By Rae Ped : ae. 5d matey See wich Pat te Dey Seg OER Bee em a es Ee sgh, cee ee me Tasiigin Eh ge. 
cigitee Seren te 4 Ee ae o a as 1 eg tee Se ew St an Ot 6 Oe dle a oe POS ee ae, BER hy — el I ae eee 4 . * haere Pe EE: 5 BA ATES doe RF ed la Lecce s Orie s By ache lah eee Sinaeer aati? TES ASAD PGND FEB 
‘fs 4. AAAS SS Fe Da LS LS A Pg BBE eC CE Sy eee ams xt PE EAT OK RO CT aera ee ae ae Fe 


LOOK 


? 
| 


Fashion: America’s top department stores, 
including John Wanamaker, Carson-Pirie 
& Scott and I. Magnin, have backed LOOK’s 
now-famous promotion: “The Continental 
LOOK.” Newspaper ads and window dis- 
plays featured tie-in manufacturers. 


Food: So far in 1955, 36,000 food stores 
from coast to coast have tied in with three 
big LOOK promotions. These stores ran 
1,700,000 lines of local newspaper ads, 
through which LOOK advertisers got mil- 
lions of additional reader impressions. 


Liquor: During the coming Christmas sea- 
son, hundreds of liquor stores will send to 
their best customers hundreds of thousands 
of special brochures highlighting LOOK- 
advertised brands. These brands are assured 
of strong dealer support. 


Wat 


EN: 


as 


' 
vs 
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motions create a stir throughout the industry. To LOOK 
advertisers, they bring preferred store position and local 
advertising support. To tie-in retailers, they bring in- 
creased sales and prestige. No wonder, in a recent inde- 
pendent survey (available on request) , 43% of all drug- 
gists responding ranked LOOK’s promotional material 


“most effective” in the weekly magazine field. 


To find out how LOOK’s merchandising can work for 
your product, write to Dick Harmel, Merchandising 
Manager, LOOK, 488 Madison Avenue, New York 22, 
New York. And, if you have a special interest in the drug 
field, be sure to ask for your free copy of “LOOK—For 
Greater Drugstore Sales.” 


Menswear: Fifteen hundred leading mens- 
wear stores will capitalize on LOOK’s Val- 
entine Day promotion.A recent study shows 
that menswear retailers rank LOOK mer- 
chandising programs over those of Life, 
Collier’s and The Saturday Evening Post. 


Appliance: The Columbus and Southern 
Ohio Electric Company is using LOOK’s 
fall promotion, “Be a Better Cook ... and 
Housekeeper, Too,” in a six-week campaign 
to sell more appliances. A documented re- 
port will be sent to you on request. 


Automotive: LOOK plans two big 1956 
automotive promotions—one for car dealers, 
the other for parts dealers. In last May’s 
National Safety Check, co-sponsored by 
LOOK, 1,421,000 cars were inspected, with 
one out of five needing parts and repairs. 
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Advertising Age, October 24, 1955 bs 
A . icharge. Christopher, an agency | ‘ had come to the US. from Ireland | early in the century, he kept in ee 
apr eng . mt ok oogge ll has aliibine in tv commercials ney |\Char les O Malley sd in 1883 with $12 in his pocket. | touch with the newspaper business ie 
erate 2 Seke” abate’ hn Los| features, also has offices in New Dean #B ton After working at various jobs, almost until the day of his death. % 
“a ] ith Robert Dent in| York and Chicago. o osto within six years he was business|His two sons, Charles D. and -F 
—— , | Ad . +89 manager of the Detroit Free Press.|Louis J., are executive v.p. and he 
We Do! men, D les a At various times he was associ-|v.p., respectively, of the agency. Le 
: ’ ’ ' ith the Kansas City World, 
Want em ° | Boston, Oct. 18—Charles J.\ated wit 
@ If Your Printer goat do it for him) ‘O'Malley, 89, president of O'Malley |the St. Louis Post-Dispatch, and EDWIN D. CONKLIN 
(or we'll do it for him Advertising & Selling Co., and|with four Post, Globe and Arneri.|. NEw Yorx, Oct. 18—Edwin D. 
IMPRINTING OR OVERPRINTING ‘known as the dean of Boston ad-|Traveler, Post, Globe an Conklin, 86, a retired v.p. of 
OF FOLDED AND BOUND JOBS vertising men, died here Oct. 10. (can. 


-Hill Publishing Co., died 
In a biography written some Although he had operated his McGraw-Hill Publishing Co 


L Per . yesterday at his home in Madison, 
years ago, Mr. O’Malley said he|own advertising agency here since N. J. He was with the company 


for 25 years, being production 
manager in charge of printing be- 
fore becoming v.p. He retired 
about 20 years ago. For a time 
after that he was associated with 
the Newton Falls Paper Co., which 
is jointly owned by McGraw-Hill 
and the Chilton Co. 


AUSTIN TOTTERDELL 


ELIZABETH, N. J., Oct. 18—Austin 
Totterdell, 69, a former advertising 
manager of the old Elizabeth 
Times, died last night at his home 
in Queens Village, N. Y. He had 
been retired for several years, and 
had been associated with the Times 
most of his business life. 


Sersen’s IMPRINTING, Inc. ““SssPscks3-<0°° CHICAGO 7 


CHARLES C. LEININGER JR. 


New York, Oct. 18—Charles C. 
Leininger Jr., 36, member of the 


* ® advertising and sales promotion 
department of the National Carbon 
Co. division of Union Carbide & 


Carbon Corp., was drowned Oct. 15 
when a culvert collapsed under the 
flood waters of the Rippowam 


River at Darien, Conn., where he 
lived. An alumnus of Bard Col- 
lege, he had been associated with 


National Carbon Co. for the past 17 
years. 


. . DONALD HONRATH 3 
Mexico Ciry, Oct. 18—Donald 4 
advertising dollar oer | 


Broadcasting Co.’s continuity ac- 
ceptance department on the West 
Coast, died Oct. 8 of polio while 


vacationing here. He had been with 
the network since 1941, and was 
W r mn ” r e named to his last post in 1945. 
. ELDON H. GLEASON SR. 
: Cuicaco, Oct. 18—Eldon H. 
| Gleason Sr., 69, v.p. of the Graphic 
Arts Publishing Co. here, died Oct. 


; 14 in Condell Memorial hospital, 
Your advertising in the Star Weekly gets clearer, In the past year Canadians spent over five and a half Libertyville, Ill. Mr. Gleason, who 
sharper, finer printing than ever before on the most _ million dollars to read the Star Weekly—more than was lived in Mundelein, Ill., served as 
modern equipment in Canada tae using our own paid for any other national publication by readers— perp J eecaian in tea tae “ns 
special quality-controlled printing inks, and the finest —_ more, indeed, than was paid by advertisers themselves | was president of the Printers Sup- 
super-calendered rotogravure paper. for space in the Star Weekly. ‘plymen’s Guild of Chicago, and 
Good artwork pays in advertising. That’s why you This evidence of reader interest is mighty important eects mee aan = be 
invest good money in it. And that’s a reason why you __ to you as an advertiser, too. The Star Weekly is wanted, phees ac: cay the Chicago Ro- 
should see and compare the extra dividends your  paid-for reading everywhere in Canada—in every tary Club. He was promoted to v.p. 
advertising dollar earns when invested in Star Weekly | English-speaking community where you can do a of the publishing company in 1953. 
Rotogravure. Check a few specimen copies today. Let sales job. You can do it better (and more beautifully) | 
| your own eyes tell you the difference. in the Star Weekly's handsomely printed pages. 


Yy Y, Medical & Scientific 
) @ During the past ten years 
‘| we have written, edited, illus- 
| - - ° trated and produced 116 med- 

| ical and scientific books, 
YU Uf, OME We ‘| brochures, and magazines, to- 


taling 3,900 printed pages of 
authentic copy. 


| 
| @ We have all necessary 
‘| personnel for production of 
‘| medical and scientific bro- 
‘| chures, books, or product lit- 
erature: writers, editors, art- 
ists, and producers. 

@ Wecan develop your ideas, 
or those of your client, into 
finished products, ready for 
the printer. 
| @ Samples on request. No 
‘| cbligation. 


PROFESSIONAL 
PUBLICATION 
PRODUCERS 


1603 Oakdale St. 
Houston 4, Texas 


> Ries a : ‘ 18 | 


" AR WEEKLY 
Published at 80 King St. West, Toronto ST So ee 2. SS 


Montreal Advertising Office, University Tower 
U.S. Representatives : Ward Griffith Company Inc. 
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the field in 


SUBSCRIBER 
CIRCULATION wits 


asf ¥ (55.6% of its total circulation) 


... and produced the greatest gain in the field 
in subscriber circulation—162,912, 


a gain 58% greater than that of any other publication 
in the field. 


/ / I @ DOMESTIC CIRCULATION 
atso teads 
®@ NEWSSTAND CIRCULATION 


the ficld tn: @® ..and in 


ADVERTISING LINAGE 


“Total circulation — 1,354,629 


Based on June 30, 1955 A.B.C. statements 
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2H ALTAR RITE. CART ARR ARI 


Shaub Rockmore Goldberg Meadow Pesin Burak 


Clarke Lewin 


COVER BOYS, GiRLS—Prentice Hall 


Bierstein Sachs 
brought out a new book Oct. 17 


titled, “How to Win the Conference.” The jacket illustration is a 
candid shot of a conference in an advertising agency—Rockmore 
Co., New York. The group includes Leonard J. Shaub, exec. v.p.; 


Milton M. Rockmore, president; 


Bernard Goldberg, art director; 


Leon Meadow, merchandise director; Harry Pesin, copy chief; Mary 

Burak, media; Gertrude Sachs, publicity director; Boris Bierstein, 

account executive; Charles Lewin, v.p., and Ormonde Clarke, re- 
search director. 


AWRT Chapter Elects 

Henrietta Kieser, v.p. of Bozell 
& Jacobs, has been elected presi- 
dent of the Heart of America chap- 
ter of American Women in Radio 
& Television. The chapter repre- 
sents Nebraska, Iowa, Missouri, 
Kansas, North Dakota and South 
Dakota. Other new officers are 
Dorothy Crew, WDAF, Kansas 
City, v.p.; Nan Snyder, assist- 
ant copy chief, Buchanan-Thomas, 
Omaha, secretary, and Esther 


FREE SAMPLE—New Scissors and Paste- 
Pot art service by the originators of cre- 
ative layout devices. Get your copy of 
the new monthly Clipper—all new in 
size, format, content, ideas — sample, 
yours to use without cost. Sensational 
introductory offer. No obligation — no 
salesmen. Address: Multi-Ad Services, 
Jnc., Box 806A, Peoria, Illinois. — 


|Martin, account executive, KDTH, 
Dubuque, treasurer. 


Hartford Sales Execs Elect 

William J. Mahoney, exec. v.p. 
of American Coal Co., Hartford, 
has been elected president of the 
Sales Executives Club of Hartford. 
Other officers elected include Gil- 
bert L. Martel, Hartford Buick Co., 
Richard G. Terry, American Air- 
lines Inc., and Graham R. Tread- 
way, Connecticut Bank & Trust Co., 
v.p.s; John A. Ostrich, Connecticut 
Bank & Trust, treasurer, and Flor- 
ence G. Farrell, Hartford Chamber 
of Commerce, secretary. 


Battery Corp. Names Strauss 
Adolph Strauss, of Strauss As- 
sociates, Philadelphia, has been 
named advertising and merchan- 
dising consultant to Scranton Stor- 
age Battery Corp., Scranton, Pa. 
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* 134,488 ABC CITY ZONE *441 


BEST TesT 


ROCKFORD MORNING STAR 


Remarkable 
ROCKFORD 


At the Top in Illinois, Rock- 
ford continues to expand and 
row. Contracts have been let 
or two multi-million dollar 
factories. Construction will 
soon begin on a new shopping 
center including a 2 million 
dollar Goldblatt Bros. Depart- 
ment Store, a new name in 
Rockford. The American Chicle 
Company and The Goss Print- 
ing Press Company have both 
chosen Rockford for new man- 
ufacturing facilities. Housin 
construction continues to brea 
records. All of this added to an 
already prosperous city means 
a remarkable market for your 
roducts or services. The Rock- 
ord Morning Star and Rock- 
ford Register-Republic give 
superior coverage in Rockford 
and surrounding areas of 
Illinois and Wisconsin. Let us 
send you full information. 


,222 ABC RETAIL TRADING ZONE 


Rockford Register-Republic 


"RUPEEENTEO NATIONALLY BY BURKE, KUIPERS & MANONCY, INC, 


. > A 4 . , Ie 4 E 4 c “s <y. eS % A - 
akg . 7 ; BEES in ak alti SFR 


Advertising Age, October 24, 1955 


= 
MEDIA BUYER | 


Here are ll sound 
our 


1. It is largest in circulation 


Significant, eh, what? Bride’s has the largest net paid circulation 
of any magazine published for girls who are going to be married. 
It has enjoyed this preference since October, 1954. The circula- 
tion is ABC audited, naturally. 


2. Space may now be purchased 
regionally or sectionally 


Beginning with the first issue of 1956, Bride’s will be published 


in 15 regional and sectional editions. Now in addition to the. 


national issue any one edition —or any combination of them — 
may be used by advertisers. You can now tailor your advertising 
to your pattern of distribution. 


3. There is no waste circulation 


Every last and lovely reader of Bride’s is in the market, ready 
and eager to buy, at the time she reads the magazine. And she'll 
spend more money at this time than at any other single time of 
her life. What a concentration of buying power Bride’s circula- 
tion brings you. 


4, Every reader needs almost 
everything 


Glory be, what an opportunity! More than half a million practi- 
cally naked young women waiting to be sumptuously clothed 
from the skin out; eager to furnish empty new homes from the 
ground up; anticipating expensive honeymoon trips and avidly 
seeking travel information. 
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ADVERTISING MANAGER 


recommendation of HH 


Ads are looked at again and again 


Television hasn’t cut down the reading time given to this maga- 
zine. Readers pore over it—study it—return to it time after time. 
And this is one book where the ads are as important to readers 
as the editorial content. They linger over them, study the illus- 
trations, read every word of the copy, absorb every single sales 
point you give them. 


Readers will influence sales 


of $1.7 billion in 1956 


This estimate is as conservative as a Vermont banker. In influ- 
encing the expenditure of this colossal bankroll, the only ques- 
tion in the minds of the readers of Bride’s will be which brands 
should they purchase. Yours, maybe? 


Every reader commands a 
small army of customers 


When an engaged gal points to a picture in Bride’s and says “Oh, 
I'd love to have that!” the odds are she gets it. And boy, does 
she point! And the word gets around to all her relatives and all 
her friends — and the wedding gifts pour in. Will she point to 
your product? 


Every issue brings you a 
wholly new market 


As soon as the readers of one issue say “I do” and march out of 
our influence, a new multitude marches in — with new desires, 
new needs, and scads of new money itching to be spent. As one 
successful advertiser said, “I'd be crazy not to advertise in all 
four issues of Bride’s.” 


‘ nee 


9. It’s the only “experienced” book for brides 


This is the only book that has served two generations of brides. 
Twenty-one years of specialized experience have given Bride’s 
the savvy (and savoir-vivre) to develop editorial policies with 
greatest appeal for young women engaged. Hence, the larger 
net paid circulation. 


10. It has the largest number of advertisers 


This is not because we are superlative salesmen. It’s because 
canny Media Buyers, shrewd Account Executives, and realistic 
Advertising Managers find that advertising in Bride’s pays hand- 
somely. Oh, yes—not only the largest number of advertisers, but 
also the largest number of pages of advertising. 


11. Buy now and beat the rate increase 


New rates will be based on total circulation (4 issues) of 550,000, 
or an average of 137,500 per issue net paid ABC. Circulation 
will actually be in excess of 600,000 for 1956. However, we will 
accept contracts for space throughout 1956 at current rates pro- 
vided such contracts reach us prior to November 20, 1955, which 
is the closing date for the Spring 1956 edition. 


BRIDE’S Magazine 


New York — William S. Cox, Vice President and Eastern 
Advertising Manager. 527 Fifth Avenue. Phone, Murray 
Hill 2-1490 

Chicago — Robert M. Thorsen, Vice President and Western 
Advertising Manager. 230 North Michigan Avenue. Phone, 
Dearborn 2-5325 

Los Angeles — Gordon Cole, Manager Blanchard Nichols, Inc. 
633 South Westmoreland. Phone, Dunkirk 8-6134 

San Francisco — George S. Nichols, President Blanchard 
Nichols, Inc., 111 Sutter Street. Phone, Yukon 66341 
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Advertising Age, October 24, 1955 


Flutty Frosting Slates 

Color Ads in Fall Drive 
National Selected Products, New 

York, will use color in its magazine 


1955 GROCERY 


PRODUCT SURVEY ads for 7-Minit Fluffy Frosting for 
write for your the first time this fall. 
FREE copy 


The fall campaign will use, in 
addition to leading consumer mag- 
azines, American Weekly, the Met- 
Thy £1 Paso Times ro Group, Parade and This pi ten 
NOEPENDENT Magazine. Hilton & Riggio, New 
APER : 
gh  enaen York, is the agency. ’ 


r Herald -Post Bert Gittins Adds Two 
Paso Bert S. Tie advertising. Mil- 
A SCRIPPS-HOWARD NEWSPAPER waukee, has been appointed to 
espera handle advertising for Propulsion 
meee Cory., South ad FOLDING EXHiBITS—Unique display treatment given building products 
— we a aii —s of 43 major national manufacturers is seen in traveling exhibition 
Sedtitos Nov. 1 aes ’ of Producers’ Council, which opened last week in Chicago. Exhibits 
pie are of same basic design and di- ) 
mension, but vary greatly in | 
methods of telling product stories. 
Exhibits, which are folded up 
after shows and packed into one 
large truck, will be seen in 36 


ACME AGENCY cities. 


RESEARCH Mobile Building 
DEPARTMENT Products Show Fits 


on Super-Transport 


Cuicaco, Oct. 18—A series of 
showings of building products and 
materials to be staged in the next 
seven months by the Producers’ 
Council is literally a mobile show 
on wheels. 

Building products of 43 major 
national manufacturers, arranged 
for portable exhibits which require 
a total of at least 4,000 sq. ft. for 
display, are being transported on a 
25,000-mile nationwide tour by a 
single International tractor-truck 
and trailer combination. 

George Bridges, Washington ex- 
hibits manager, said showings at 
leading hotel auditoriums in 36 
principal cities in 24 states and the 
District of Columbia are scheduled 
on the tour. 

At the close of each exhibition, 
\the mass of displays and modular 
materials will be literally folded 
up and loaded aboard the specially 
‘built transport. 


NATION'S LARGEST TRADE TERRITORY 


TWO Separate Newspapers ¢ 30° Line BUYS BOTH! 


wer 


we 


Volkswagen Will Sell Stock 2 
Here If U.S. Plant Succeeds 


| Volkswagen, Europe’s largest 
automobile manufacturer, expects 
to sell common stock in the U.S. 
if its new assembly plant in New 
Brunswick, N.J., proves a success, 
Dr. Heinz Nordhoff, director gen- 
eral of the company, has an- 
nounced. Dr. Nordhoff said the 
company is “definitely moving in- 
to the New Jersey plant and hopes 
to have it in operation by October, 
1956.” 

Volkswagen’s confidence in the 
U.S. plant has led the company to 
invest $4,000,000 in it, Dr. Nord- 
hoff said. “If the enterprise be- 


VALLEY OF THE BEES 


a comes as successful as we hope it 
J “THE SACRAMENTO BEE . eee Np ognanem will 

NOT COVERED BY LOS ANGELES “y — ; he: wa Sxpenaion, 
AND SAN FRANCISCO NEWSPAPERS THE MODESTO BEE wouak Ue parianiidy bites 


Volkswagen and the American in- 


AT vestor,” he said. 
California’s Billion Dollar Valley lies inland — isolated from dis- THE FRESNO BEE | s 
tant Coast cities by mountains. This independent, self-contained 7} rate pes aap . 
region is bigger in area than Illinois, has more population than : Purchases Chapman ‘mit 


Doughnut Corp. of America, 
|New York, has bought control of 
‘Chapman & Smith, 77-year-old 
Chicago manufacturer of Rolling 
|'Pin food products for bakers. The 
‘move is the latest in Doughnut 
_Corp.’s program of diversification 
‘and expansion. 
Doughnut now makes equipment 
and products for the baking indus- 
try, the frozen meat and frozen 
fish industry, the ice cream indus- 
try and the institutional trade. Two 
McC LATC H Y N E WS PAP EF RS of its wholly owned subsidiaries 
are Mayflower Doughnut Corp., 
TIVES... O” operator of doughnut manufactur- 
NATIONAL REPRESENTA oe ee ing plants and a chain of coffee 
shops, and Waffle Corp. of Amer- 
ica, maker of Downyflake frozen 
waffles and pancakes. 


West Virginia. 
Valley families have over $3% billion in spendable income 
(more than Oklahoma), account for more retail food sales than 
Louisiana.* You’re not selling California unless you're selling the 
Valley. And to cover it in depth, you need the three Bee news- 
papers, each the strong local favorite in its part of the Valley. 


*1955 Consumer Markets 
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are born leaders 


---like WCAU, Philadelphia 


WCAU Radio’s supremacy is even more evident in its 33rd year. The latest Pulse report shows 


WCAU’s audience share to be 38% greater than the next nearest station, while sales records for the first 


eight periods of 1955 surpass the same period last year—an all-time high in station history. 


The Philadelphia Bulletin Radio and TV Stations ° CBS Affiliates ° Represented by CBS Radio and Television Spot Sales 
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Mama Rusciano’s ‘‘compari’’ sand- 
wich is an awe-inspiring creation .. . 
a king-size loaf of Italian bread stuffed 
with a special Rusciano formula of 
prosciutto, provolone, cappo collo, 
ricotta, mortadella, vegetables and 
greens—the whole laved generously 
with oil, herb-flecked vinegar and 
other delicious lubricants. 


When Will Jones, Minneapolis 
Tribune entertainment columnist, 
first bit into this Minneapolis version 
of the “‘submarine” or ‘“‘poor boy”’ 
sandwich, it was love at first chew. 
His rapturous description of the com- 
pari appeared in next morning’s paper 
—prompted local pizza-chompers and 


submarine-fanciers to descend by the 
hundreds on the Rusciano’s small 
north side delicatessen, demanding 
comparis and lasagna, gnocchi, pizzas 
and other Italian delicacies which 
Mama and Papa Rusciano prepared. 


The Ruscianos, overwhelmed, held 
a family council and in self-defense 
opened a small restaurant in the Min- 
neapolis loop. More lyrical columns 
about Mama’s fabulous cooking 
poured from Jones’ typewriter. The 
Ruscianos had to buy more tables and 
chairs and hire a waitress. Jones was 
inexorable: his columns glowed with 
loving tributes to the Rusciano’s 
cookery. More expansion of the Rus- 
ciano premises followed. The trouble 
is, Papa Rusciano says, they still can’t 
keep pace with the customers—even 
in a city noted as the stronghold of the 
Scandinavian Smorgiisbord. 

Upper Midwesterners follow Will 
Jones’ advice on food and fun with an 
exuberance often astonishing to the 
owl-eyed columnist himself. Let Jones 
discover a new marimba player at an 
isolated night spot, and the place is soon 
turning patrons away, Jones’ recom- 


a¥y : 
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mendations have started barbecue- 
pit operators toward the high-income 
brackets, caused door-busting jams at 
suburban movie theatres, and, more 
than once, helped raise struggling en- 
tertainers to star status. 


In a region where good food, good 
living and good entertainment are 
prized, Will Jones’ lively columns are 
a best-read feature of newspapers 
which believe in serving all the in- 
terests of all of their readers—one 
more reason why the Minneapolis 
Star and Tribune are welcomed as 
sprightly companions, dependable 
friends and trustworthy spokesmen 
by the largest newspaper audience in 
the Upper Midwest. 


Minneapolis 
Star zzd Tribune 


EVENING MORNING & SUNDAY 


625,000 SUNDAY - 495,000 DAILY 
JOHN COWLES, President 
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Salesense in Advertising... 


Get the Right Objective and You've 
Got the Right Theme 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

It has long been a notion of mine that 
the principal cause of uncertainty, when 
planning calls for choice of a central 
theme for a campaign, is failure precisely 
to pinpoint the objective; failure, in other 
words, to take aim at 
the right specific tar- 
get for precision bomb- 
ing. 

“There are many 
themes for any prod- 
uct,” says Mark Wise- 
man in “Advertising 
Handbook.” “Your job 
is to survey them, un- 
derstand their value, 
and then select those 
‘hat best fit all the facts your research has 
liscovered about your reader’s needs, de- 
sires, and problems, about the circum- 
stances that may influence his reactions, 
about the competitors who are angling for 
his interest and favor.” 

Charles F. Kettering is said to have re- 
marked: “A problem well stated is a 
problem half solved.” By the same token, 
{ believe, the thematic problem is at least 
nalf solved when the right objective is 
spotted clearly on the planner’s bomb- 
sight. 


James D. Woolf 


@® It was a rocky road Lifebuoy soap 
plodded over in its early days. On the 
market were plenty of good soaps to scrub 
with, and Lifebuoy was just another soap 
with a somewhat objectionable odor. The 
thematic problem was a terrific headache. 
Finally there came a day when the prob- 
lem was well stated and thus half solved 
—a day when it was seen clearly that a 
new want must be evangelized to the 
American people. The “B. O.” theme must 
have come fairly easily once the objective 
was so perfectly pinpointed. 

A timelier example, I think, is the pres- 
ent advertising of Campbell’s soup. It 


' may be temerarious of me, as a looker-on 


f 


from the outside, to speculate about it, but 
here goes. It appears to me that the cur- 
rent Campbell’s soup campaign has its 
sights trained on a new and worthy objec- 
tive. Campbell’s soup is by far the leader 
in its field; hence it seems obvious, at least 
to me, that brand competition is not a 
ronsideration of overwhelming import- 
ance. Consumer research has undoubtedly 
revealed that most people believe the 
product to be delicious, pure, wholesome, 
nutritious, digestible, and economical. 
What, then, is the right specific target for 
precision bombing? 

Well, it’s my guess the prime objective 
ef Campbell’s current campaign is that of 
stepping up frequency of consumption in 
the average family. My family is not 
typical, I suppose, but a soup course is not 
served oftener than once every two or 
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of foods prepared with Campbell’s soup as an ingredient. This suggests that frequency 
of consumption is the target. 


three weeks, which adds up to around 25 
cans throughout an entire year. Whatever 
the average frequency of consumption, 
the present Campbell’s copy theme indi- 
cates that greater frequency of use is the 
major target. It must be that soup con- 
sumed as soup has a saturation point in 
every family; hence the present strategy 
of promoting soup not as plain soup but 
as a basic ingredient in other nourishing 
dishes—Chile Con Carne, Tuna Treat, 
Skillet Macaroni, Shrimp Creole, Busy- 
Day Burgers, etc. 


® The new Campbell’s advertisements, 
two of which are reproduced here, are 
beautifully conceived and executed; they 


Here’s How Bayer Aspirin Helps Millions 


_FEEL BETTER EAST! 
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You can take Bayer Aspirin any time... 
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er pain reliever—without stomach gneet! 


Feel Better Fast-Get BAYER ASPIRIN 


TAKE IT ANY TIME—Other problems besides 

headaches are pointed up in illustrations 

and text in this Bayer ad, under the head- 
ing, “Feel Better Fast.” 


represent the adman’s art at its best. But 
it isn’t this splendid craftsmanship that is 
especially worthy of note. Once the plan- 
ners had the problem well stated, in the 
words of Kettering, the creative problem 
almost solved itself. 

The attractive Cream of Wheat full- 
color page, shown here, seems to me to be 
another case in point. This fine product 
is delicious and healthful, but, eaten plain, 
it is likely that most families tire of it 
when it is served at too great a rate of 
frequency. As in the case of Campbell’s 
soup, the problem seems not to be that of 
proving that Cream of Wheat is pure, 
wholesome, healthful, digestible, etc. None 
of these themes would have much impact 
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FLAVOR ADDED—A different way to serve 

Cream of Wheat—with syrup added—is 

illustrated here, appealing to the hanker- 
ing for variety in cereals. 


Perfect Rice Without Cooking! 
————_ ........« 
MINUTE . a 
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MADE PHOTOGENIC—Here, too, stepping up 
frequency of consumption seems to be the 
objective. The Minute rice campaign uses 
color illustrations of its appeal with other 
appetizing and colorful foods. 


on families that hanker for variety in 
their breakfast serials. Therefore the at- 
tractive page shown here, which portrays 
an appetizing and different way to serve 
the product, hits squarely at an important 
objective. (Incidentally, Cream of Wheat 
is most appetizing, believe it or not, when 
served with strawberries, blueberries, 
fresh or canned apricots, chopped dates, 
etc.) 

As in the case of Cream of Wheat, Min- 
ute rice, pre-cooked or otherwise, is a 
somewhat bland and colorless product and 
not very photogenic. The fact that the 
product can be prepared instantly is news 
of importance, as I see it, but the basic 
problem is something else. I refer to the 
fact that rice, in comparison with potatoes, 
bread, and certain vegetables, is served 
in most American homes at a low rate of 
frequency. Hence the real objective, it 
seems to me, is that of interesting more 
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HIGH ‘NOTED’ RATING?—This seems to be the 
principal objective in this Emerson page, 
illustrated by Steinberg. 
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families in serving rice oftener. The beau- 
tiful full-color page, shown here, one of a 
series, does the job superbly. Powerful ap- 
petite appeal is achieved by associating 
rice, which alone hasn’t much eye value, 
with colorful foods that are universally 
popular. 

Bayer aspirin advertising seems to be 
aimed at a broadened objective. I have no 
research facts, but it is my guess that 
most people think of aspirin primarily as 
a headache remedy. The October Ladies’ 
Home Journal page, shown here, dis- 
misses the problem of headaches with a 
single reference to a “headachy feeling.” 
The “Feel Better Fast” theme concerns 
“the pains of later life,” “a good night’s 
sleep,” “backache or aching muscles,” etc. 
Here again the creative problem almost 


On the Merchandising Front... 


solved itself because the basic objective 
was well stated at the outset. 

Very often, as an outsider looking in, I 
note advertisements that seem to have no 
objective whatever—for example, the 
Emerson page, reproduced here. The tar- 
get that is pinpointed here appears to be 
a high Starch “noted” rating, which is a 
worthy objective in certain advertising 
circles. 

When the creative man is fuzzy about 
his objective, which is oftener than not, 
he finds himself in hot water. That at 
least is my own experience over the years. 
When I find myself engaged in hopeless 
scribbling I realize, sooner or later, that I 
don’t know my proper destination. Then I 
throw away my pencil and start all over 
again. 


Retail Food Ads Up for Study 


By E. B. Weiss 
Merchandising Consultant 

I seem to recall having come across 
figures purporting to show that “reader- 
ship” of retail food advertising achieves 
levels calculated to turn any national ad- 
vertiser green with envy. While I have 
long fostered the thor- 
ough conviction that 
readership statistics 
(the techniques for ob- 
taining them, too!) are 
even less reliable than 
most of our business 
statistics (and both 
Heaven and _ Betsy 
know that the latter are 
somewhat less than ac- 
curate), still, I’m quite 
willing to believe that retail food adver- 
tising really wows the shopper. 

I am talking, of course, about typical 
retail food advertising—those large space 
units crowded with omnibus price offers 
and dripping with bold black type. Prob- 
ably 75% to 85% of food super advertis- 
ing falls into this pattern. 

Now, merely moderate caution should 
suggest the advisability of concluding that 
an advertising pattern so closely followed 
by so many truly astute retail food mer- 
chandisers is hardly subject to question. 
Yet I wonder. I wonder; indeed. Let’s 
take a look at those omnibus price ads of 
the food supers, and then let’s take a look 
at the current in-store shopping habits of 
today’s food-super shopper. Maybe the 
two don’t quite come together. 


E. B. Weiss 


® These omnibus retail food ads will in- 
clude anywhere from a dozen to several 
score items. A few of the items will be 
featured; the others are simply listed. 

Price is played up emphatically. And 
price is played up in various ways de- 
signed to suggest low, low prices. Actual- 
ly, the majority of prices displayed in 
these retail food ads are standard prices, 
and I suspect that the food shopper is al- 
most as well aware of this truism as is the 
food super itself. 

Now let’s turn for a moment to the 
woman shopper reading the omnibus price 
ad. She may spend a full minute with it, 
or five minutes. It may be done an hour or 
so before she leaves to do her food shop- 
ping—or a longer time may elapse be- 
tween reading and shopping. 

She is, presumably, a so-called “aver- 
age” women—with a so-called “average” 
mentality. Her memory—just so-so. And 
dozens of things will happen between the 
time she reads the ad and the moment 
she actually begins her shopping in the 
food super, all of them calculated to lessen 
the memory factor. 

Of course, if she clipped out the ad and 
took it into the food super with her, mem- 
ory would not be so important. But she 
does this so rarely as to be statistically 
insignificant. 


Again, if she read the ad, made nota- 
tions on a shopping list, took that shop- 
ping list with her to the food super, and 
shopped from it, memory would not be so 
important. But, again, she does this so 
rarely today—as proudly testified to by 
the food supers themselves—as to be sta- 
tistically unimportant. 


® So what we are to accept as valid as- 
sumption is that she has read, with vary- 
ing degrees of concentration and with 
varying degrees of memory, an ad catalog- 
ing a score or more items (each given, 
with only a few exceptions, merely a three 
or four word description and a price). We 
assume, too, that she has memorized those 
items she wants to buy; that she marches 
into the food super and, unswayed by the 
food super’s wonderful merchandise dis- 
plays and shelf prices, picks out those 
brands she has pre-selected in the omni- 
bus ad. 

I doubt it. I purely doubt it. 

I would doubt it if the in-store tech- 
niques of the food super didn’t cancel out 
pre-selection by the shopper. I would 
doubt it if only a few food supers ran 
this style of advertising. But since the 
fundamental concept of the whole food 
super operation is to persuade the custom- 
er to make her buying decisions on the 
spot—and since practically all food super 
advertising runs to this format—it appears 
logical to me to conclude that: 

1. This form of advertising really does 
little selling. 

2. Therefore, it must be run for some 
other reason or reasons. 


= What could the reason or reasons be? 

I would imagine the explanation might 
be summarized this way: 

1. The basic objective of the omnibus 
price food ad is to pre-sell all right, but 
to pre-sell just one thing—and that is the 
concept of low prices, good values. 

2. The secondary objective is, of course, 
to have manufacturers underwrite the cost 
of this advertising, which manufacturers 
obligingly do in exchange for a tiny pic- 
ture of the package, a listing of the brand 
name, and perhaps three or five words 
of text, all lined up with more or less 
neatness—usually less! 


a In brief, I suspect that retail food ad- 
vertising has become the current variant 
of the traditional drug chain window. It 
has long been my contention that the om- 
nibus windows of the drug chains—jam- 
packed with a confusion of merchandise 
and then with the plate glass plastered 
over with posters so that the merchandise 
can’t be seen—exchanged the one-time 
selling power of the window for income 
from rentals. For the drug chains, particu- 
larly with the decline of the window as a 
selling medium, I think it has been a good 
deal. 

Now food super advertising is, I believe, 
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This Nucoa ad is an apt example. 


ence?” 


the table spread for your family.” 
Seen the difference yet? 


price.” 
That’s all. 


: The Creative Man’s Corner has been missing 
Back again... from recent issues of Advertising Age. We 
are delighted to welcome it back with this issue. Actually, this fa- 
mous column of advertising criticism, which one advertising man 
designated as “sometimes infuriating but always scintillating,” ap- 
pears “under new management.” In the course of the more than 11 
years in which this column has appeared, it has been written by half 
a dozen different people; now still another joins the circle. 

The authors of this column (who are unknown to each other as well 
as to AA readers), share a number of interesting characteristics: (1) 
They are working admen of recognized stature; (2) they have a deep ‘ 
and abiding interest in and affection for the advertising business; (3) 
they abhor sacred cows; (4) they are bright and intelligent (as well 
as moderately thick-skinned) and (5) they can write well, and some- 


What's the Difference? 


Now! You can see the difference 


When vou take your first bite of today's new enriched 
you'll know you've diseovered the table 
spread for vour family " 

Yes this modern Nucun that comes te you in this 
bright new package. adds elegance to everything 
it touches. 

You'll agree—you can't buy better for twice 
the price! 


eS —so pure it’s digestible even for babies 


If there is something wrong with 2dvertising, it’s in its persistent use of the 
non sequitur; its carelessness with language; its stubborn refusal to accept the 
fact that it is addressing thinking people. 


Nucoa, 


Let’s start with the headline—‘Now! You can see the difference—at a | 
glance!” After reading this, you can’t help but ask yourself, “See what differ- 


But does the copy help you out? Well, here’s what it says: “When you take 
your first bite of today’s new enriched Nucoa, you’ll know you've discovered 


“Yes,” says the copy, “this modern Nucoa that comes to you in this bright 
new package adds elegance to everything it touches.” 

Still looking for the difference? You’re not alone. (Incidentally, Webster de- 
fines elegance as “The state or quality of being elegant; beauty resulting from 
perfect propriety or from the absence of anything calculated to produce a dis- 
agreeable sensation; refinement; said of manners, language, style, form, archi- 
tecture, and the like.’’ No mention of margarine.) 

“You'll agree,” concludes the copy—‘“you can’t buy better for twice the 
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—at a glance! 


If you’re still looking for the difference, you might as well give up. If you 
go to the illustration you'll find Nucoa called the “Get Up and Grow” stuff— «+ 
yet both the boy and his mother are smaller than the package. 
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following the same path. It is exchanging 
the selling power it once may have had 


for a profit on the brokerage of the white 
space. 


Looking at Radio and Television... 


A Great Year for the Customer 


By The Eye and Ear Man 
The race is on! Every day new programs 
come smashing into what looks like one of 
the toughest competitive programming 
seasons in television history. More spec- 
taculars, more important shows, more 


variations by type of show, more sleepers, 
and more ABC competition have made 
this one of the most difficult seasons to 
predict. Here are the first blush capsule 
reactions: 

Sunday Night: 
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This is a reproduction of one of the many 
full-color ads which appear in The Denver Post. 
Advertiser: Libby, McNeill & Libby 

Adv. Manager: Alexander Rogers 


Agency: J. Walter Thompson Co. 
Art Director: Kemper Ferree 
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CIRCULATION 
Evening, except Saturdoy................244045 


Sunday .. 353,213 
Empire Magazine and Comics.......... 379,568 
A. B. C. Publisher's Statement 


March 31, 1955 


™ THE DENVER POST 


ER Se. 


This insert printed on the high speed 
rotogrovure presses of The Denver 
Post which offers you full-color roto- 
gravure advertising in its Sunday 
Empire Magazine ond Comic Sec- 
tions... and full, R.0.P. color both 
daily and Sunday. 
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THE PEOPLE OF AMERICA 


have found their newspapers indispensable 


They buy 54,000,000 newspapers each and every 
day ...for which they pay the huge sum of 
$3,500,000 daily. 


This figures out on a year’s basis to a sum that, 


even in this day of big sums, is tremendously | 


impressive, namely $1,620,000,000. 


- That is more money than the people of America 


pay for all their other reading material combined. 


- Atl pilemiree tec IAAL ¢ ALL BUSI 


. © ALL BUSINESS 
ISINESS IS LOCA 
ESS IS LOCAL » 
SAL * ALL BUSII 
. © ALL BUSINESS 
ISINESS IS LOCA 
ESS IS LOCAL » 
SAL + ALL BUSI! 


~.e ALL BUSINESS 


BUSINESS IS LOCAL « ALL BUSINESS IS LOCAL « ALL BUSINESS IS LOCA 
NESS IS LOCAL « ALL BUSINESS IS LOCAL « ALL BUSINESS IS LOCAL « 


1 SOCAL « ALL BUSINESS IS LOCAL * ALL BUSINESS IS LOCAL « ALL BUSIF 
AL © ALL BUSINESS IS LOCAL « ALL BUSINESS IS LOCAL « ALL BUSINESS 


BUSINESS IS LOCAL « ALL BUSINESS IS LOCAL e ALL BUSINESS IS LOCA 
NESS IS LOCAL « ALL BUSINESS IS LOCAL « ALL BUSINESS IS LOCAL « 


- OCAL ¢ ALL BUSINESS IS LOCAL ¢ ALL BUSINESS IS LOCAL « ALL BUSI 


AL ¢ ALL BUSINESS IS LOCAL « ALL BUSINESS IS LOCAL « ALL BUSINESS 
BUSINESS IS LOCAL « ALL BUSINESS IS LOCAL « ALL BUSINESS IS LOCA 


NESS IS LOCAL e ALL BUSINESS IS LOCAL ¢ ALL BUSINESS IS LOCAL 


et ee ee 
2 . bd vs Jf ‘ ' 
meet, + ‘ A ; ar cae | ; : ae 
. 
ee : 
Ve ic 
4 fF 
; h€C 
i ’ 
: 
1 : 
(| . 
: 
? : 
; 
. 
/ 
. 
; : 
re 
a ! 
j 
q 
| - ee | 
: \ F 
ee | 
| ee 
| 
9 ae = ee . » 
Pee pean eee Nie ree RS Pg EN a cet ees 7 se ag Sd samen ee Rm ty 8 Ore ny Sa SN mC arg fb i en Rt ae ae a Ee Fae Moe Ce a i i NOE op ie dean ME See ph gabe lle oe 5 Sia - “git Dia 
aaah Lis Reniwpis eck st isin (eMedia le Wee Pace SA Mpa 3 SE eee th der (ook en) a a eS, Rp ee a ee CEA a1 he os . AAR igre MER SR 1 Sake ee a (in, tai a oe APES Pete. + farm Lae Re eed & 
ee aes Pre Lee Yinka: Si ee RE PE BS cages Ee eee 1-27 see ey oO a8 geet ete Sete peers aan a © Sree CA SR are A See ESN Pe in ee Mega ed PN ge gaat eA 
ig ae Se ee ae eee Oe ee ge es he eA In RM re ” get in Af Rae OCP s | nt 2 a pee eee ee ae rs tans okt, wipe. @ ee En a ee ke, te Sete Aeon eo aoe Oe Re Si eo ge, ee Ss hal ld a Py ae 
el es: *Sprek ss} were Kaa aes ih Rive laie fe at ae Pe pa Tin, SA enn et ye eee pre! Sed 5 Pid race ee Se ee a Sorts lip he er 24 Bes Soe Weal Sas, ey oS pa ap bs eee A ae ee eR a, Yip Re ae © cae Be septa RS 
RS Se a ee ae Tye get teas, Ht elie ie te Ot a koe ey ee ae EE a a eee gs eR ke fe oe oe es ee eS Re PN AO, ae aren eel, Me mites bs Pee Bee ae POP PLO F OTs; Rae an racnamieek | ur OT, Ui oe tet el a Omen, AS eee ati One 
eS oe Me Fh ct pels 3 5 aaa Re EAS pee es Pa nae a Cel 2+ Be 2 Pcaittt SPN ere tng LY 6 gs Beara res x ele yeas Wi, of eh a, a ae tans Spel iE "9 ne le sae: 5 Ye Sige ae Hie Tot a RAE Rg eke ee hee wy ch 23 * se," ais 
hs ee Es © BPs ORB a inte ngs hy ak ere a sy oho Sates 4 ay atin SHR ETE TS Te Pa ree ere anaes ST ot pale abi ar Dh TREE WIE OLE we eo Tot, Sty) St thes t ae see ae ee oa VD eae 7 fate ela gare © £5 iA wee by ” et Siaee Ree 
rae ihe Feet eee rc RE Basa Jon NaF ae ors be, $8 FE ahs Ses ele ae ei Roe re ee Syne arate eh ha eo gaye se Se aM 3 a aes. Ses rane y alas | Be ae Tp Page efi Phe. a TS) ES eet wae “ty fo Sap ere S ees, nae eS ‘ eras me (5c. 
RP ere sk es ee RE at en Ey SS AR CY Ne ER ERED. Oe RRO EER ee erie Mh gee | STL te me tae e Se FPG ER Ce ig EY She - Nees ware Fo ae OS Pa? 8 See meee ere ee Ade oe ‘ Sal sol ae ee Pay ™S, Okeke eo Bt puke Ge eae gene te TS 


gas 


—— oe 


' 
} 


Advertising Age, October 24, 1955 


“It’s A Great Life’ moves into the before with a better cast. Why should it 


“People are Funny” NBC 7 p.m., EDT spot 
and should do less well. No great shakes 
in its former time period, it does not ap- 
pear to have stature or kid appeal for this 
time. “Frontier” follows at 7:30. An ex- 
cellent adult Western show, but probably 
too adult for the kids and no match for 
CBS’s Jack Benny. 

“Colgate Variety Hour” appears to 
have deteriorated even further, and 
“Toast of the Town” remains solid in the 
8-9 p.m. spot. 

Alfred Hitchcock introduced his first 
adult mysteries and the intermission com- 
mercials with delightful whimsy. It seems 
to promise first-rate mystery shows with 
an adult cynical slant for the first time on 
television. 


Monday Night: 

Robin Hood opens the CBS 7:30 p.m. 
kid lineup with a bull’s-eye. A good var- 
iation on adventure done in authentic 
manner with strong kid and adult appeal. 
Sid Caesar is back on NBC with the same 
half-amateur, half-professional slipshod, 
happy gang that always seems to just miss. 
The rest of Monday is without major 
change except to note that the NBC 
monthly spectacular is a welcome relief 
from the humdrum programming that has 
been on too long. . 


Tuesday Night: 

“Name That Tune” seems out of place 
in the CBS 7:30 p.m. lineup. Same old un- 
inspired quiz. Warner Bros. on ABC 
(7:30-8:30 p.m.) with “King’s Row,” 
“Cheyenne,” and “Casablanca,” looks im- 
portant but lacks depth in content. ABC 
seems to have forgotten that its big early- 
evening advantage came from programs 
appealing to children. Worst fault of this 
show: dull overcommercialization of the 
motion picture industry. 


= “Navy Log” on CBS is dandy for the 
Navy, but it can’t compete with the hot 
NBC hour with established comics and 
gives a poor send-off to a really funny 
show, “You’ll Never Get Rich,” featuring 
Phil Silvers. Despite its coarse overtones 
with gambling and unsavory characters, 
it is very funny. Wyatt Earp at 8:30 p.m. 
on ABC is a good Western with generic 
appeal. Jane Wyman replaces “Fireside 
Theater” on NBC with a trite mediocre 
dramatic series that hardly seems worth 
the move. 

The hour dramas that follow it remain 
to be proved. The “$64,000 Question” 
mops up the evening, but for how long? 
CBS’ “Favorite Husband” never did well 


do any better at 10:30? 


Wednesday Night: 

CBS still sustaining with its 7:30 kid 
show. 

“M-G-M Parade” follows “Disneyland” 
on ABC at 8:30. So far, it’s a mess. Good 
old film clips with no continuity, no di- 
rection, no taste, too many “so what” 
plugs for M-G-M, which comes out look- 
ing like Eagle-Lion. 

“Father Knows Best” tries it again on 
NBC at 8:30. No change—little hope. 20th 
Century-Fox re-shoots old favorites for 
tv at 10 on CBS, alternating with a disap- 
pointing Theater Guild hour. The Fox 
films are loaded with talent and plugs. 
You can hardly tell who sponsors them, 
but the films are good. 


Thursday Night: 

“Sergeant Preston of the Yukon”’ starts 
CBS at 7:30 with a good kid adventure 
show. Bob Cummings moves to 8 on the 
same network with an exaggerated farce 
comedy that isn’t going to dent Groucho 
Marx. 

“The People’s Choice” comes in at 8:30 
to replace “Justice,” and while it’s an im- 
provement, it remains to be seen whether 
it is going to be the final answer. Johnny 
Carson at 10 on CBS is an announcer who 
is looking for a comic to appear on his 
show. 


Friday Night: 

“Truth or Consequences” sashays in at 
8 as a slight improvement over Red But- 
tons for NBC. “Our Miss Brooks” gets a 
face lifting and moves in at 8:30 on CBS. 

“Men in Black” at 8:30 on ABC is a 
powerful emotional drama with strong if 
somewhat maudlin continuity. 

“The Crusader” on CBS is another “I 
Spy” whodunit you never quite get with. 
“Star Stage,” on NBC offers dramas with 
bigger and better stars. 


Saturday Night: 

“The Big Surprise” at 7:30 on NBC 
gives away money. Whether this one 
catches fire remains to be seen. 

“Stage Show” on CBS features the Dor- 


‘sey brothers and guests. 


Perry Como, competing on NBC, ambles 
sleepily through his show looking for 
writers and more talent. He is lovable, but 
disjointed and uninspired. CBS’ Jackie 
Gleason is disappointing as filmed in the 
“Honeymooners,” which is in a big popu- 
lar rut despite the obvious talent of the 
star. 

“It’s Always Jan” is the newest situa- 


Just Looking... 


An otherwise sensible adman has 
allowed himself to be quoted to the 
effect that today’s copywriters do not 
have to invent or discover. Everything, 
he implies, has been thought of. Your 
1955-model copywriter has merely to 
master and use the tricks of the trade 
already worked out. 

“Have any new techniques,” he asks, 
“been developed in the past 20 years?” 


ws I have clipped his observations and 
tucked them into my copy of “A His- 
tory of Advertising,” by Henry Samp- 
son, published in 1874. 

In this weighty volume—together 
with many charming digressions on 
quacks and imposters, swindles and 
hoaxes, lady prize fighters, highway- 
men, etc.—you may find the very lat- 
est information and most authoritative 
opinion on the state of the advertising 
business in 1874. On Page 201, for in- 


By Walter O’Meara 


stance, it says: 

“The trade of advertising is now so 
near to perfection that it is not easy 
to propose any improvement.” 

About the only difference between 
this dictum and the one quoted above 
is that Mr. Sampson refrained from 
observing that nothing new had been 
added since 1854. 

As to that question, “Have any new 
techniques been developed in the past 
20 years?” the answer is yes. For 
example, the television commercial. 

Or isn’t this utterly new form of 
advertising writing—already the em- 
bodiment of hundreds of fresh discov- 
eries and inventions and new tech- 
niques—to be counted? And if not, 
why not? 

Surely the wells of inventive think- 
ing do not flow only for the writers 
of print advertising. And just as surely 
they did not dry up circa 1935. 


tion comedy off Columbia’s assembly 
line. “Gunsmoke,” on CBS, looks like a 
winner if you like Westerns, but old 
George Gobel on NBC will give it a hard 
time. The CBS and NBC specs are re- 
freshing and a great change of pace. 


€. 67 


There is no question about it; this is a 
great year for the customer. Shows are 
bigger and better and the fatalities will be 
bloodier as the advertiser realizes he is 
paying more for a smaller share of au- 
dience. 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

In 1937, when the Townsend boys pro- 
nounced, as the Townsend Law, a nice 
set of advertising standards which read 
a lot like the “formula” of the Sales 
Analysis Institute, they started up con- 
siderable turbulence and cross currents 
in advertising’s great ocean of com- 
placency. 

One of the 27 points the Townsends 
stressed was “identification” of the ad- 
vertiser. (Not to be confused with the 
reader identifying himself with someone 
in the ad.) They had the idea that an 
advertiser who paid for an ad should at 
least get credit for presence in the medi- 
um, Inasmuch as astute advertisers had 
been aware of that for several genera- 
tions, it would have been a gross error 
of omission not to mention “identifica- 
tion.” 


® Generally speaking (there are ex- 
ceptions), national advertisers who pay 
national rates in newspapers and going 
rates for magazines, are under no illu- 
sions as to the desirability of being 
clearly identified as the boys who are 
paying the bills for space. Yet, many a 
reader of national ads cannot identify 
what advertiser paid for a message he 
remembered, a few days after reading it. 

Tire people have this trouble. A while 
back, I read a good ad on a ball point 
pen that would write 400,000 words. 
Couldn’t remember when I got to the 
store whose pen it was. Failed to get it. 
Later found out it was the Parker Jot- 
ter. If the identification had been posi- 
tive between the name and the claim— 
and emphasized in every ad, I suppose 
a lot more would have been sold. 

But it’s the retail field in which ad- 
vertisers pay the penalty most often, 
for failures to identify plainly. In re- 
tail advertising, very few practitioners 
have found it worth while to study hard 
to learn all that’s been proved—and is 
accessible—about what makes advertis- 
ing pay. Consequently, experimenters 
come along perennially to experiment 
with many basic things including adver- 
tiser-identification. 

It’s like a young mechanic with no 
understanding of an internal combustion 
engine deciding to experiment with an 
undersize carburetor. In the engine he 
would be convinced of his error at once. 


® In advertising, however, since there is 
so little positive and direct correlation 
between most stores’ successes and their 
advertising’s power, gross misjudgments 


Looking at the Retail Ads 
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may not be discovered to be such for a 
long time—if ever. 

The three ads shown here (all from 
one issue of one newspaper) represent 
three schools of thought as regards iden- 
tification. 

At the left, clearcut identification, in- 
stantaneous. There is great virtue in 
such identification, particularly if it is 
consistent—always at the top of the ad, 
preferably in one spot, left, or center. 

If the illustration and headline of a 
particular ad do not appeal to a woman, 
she at least is aware of the store’s pres- 
ence in the paper. As this happens day 
after day, the store gains from the cum- 
ulative effect of being “present.” The 
reader of only a few ads, without stop- 
ping to read the name, is apt to be 
conscious of it. Then when she does read 
this store’s ad, she is reading the ad of 
a familiar and much advertised store. 


® The ad on the right is a sort of “in 
the middle” kind of identification. Prom- 
inence, clarity, and certainty of identi- 
fication are not something such a store’s 
policy calls for as a must in all adver- 
tising. It is simply a necessary evil to the 
layout artists, who must find a place 
somewhere in the ad for the name, 
nuisance though it is, because some fool 
reader may want to find out where to 
buy what’s advertised. The name is in 
small type at upper left corner, but 
should be prominent to meet my stand- 
ards. This school of advertising thought 
has probably never been required to face 
what advertising is actually run to 
achieve in the maximum, if it can. 

And in the center is an ad that typifies 
the school of “we must be different at 
all costs” school. “If anyone wants to 
find out whose ad ours is, let them look 
and search till they find out.” Obviously, 
this reduces identification of the store 
as an advertiser any one day to those 
people who actually read the ad and 
search out the signature, or those who 
recognize the art and through it the store 
—if they wish to trouble their minds. 

It is unsafe to assume that sufficient 
people will identify a store’s ads by its 
art or general appearance. Particularly 
in an area where advertising is apt to 
be arty, and where there is some simi- 
larity among stores in fundamental ap- 
proaches to art! To become known for 
freakishness may be desirable for the 
fat woman in a circus or the bearded 
woman in a side show. I doubt if trust- 
ing to freakishness for identification 
makes sound value from ad expendi- 
tures. Therefore, I advise stores that 
wish a maximum value for advertising 
dollars to identify themselves clearly, 
quickly, in all ads. 
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‘It's So Peaceful in the Country,’ 
Agencies That Fled City Croon 


Country-Squire-Type 
Agency Head Finds Life 
Easier; Fewer Salesmen 


By Lawrence Bernard 

New York, Oct. 19—What’s it 
like to run an ad business in the 
suburbs? 

Judging from the results of a 
survey made recently by ADVERTIS- 
ING AGE, it’s a breeze. 

The trend for advertising agen- 
cies to flee the ulcerating atmos- 
pheres of Madison Ave., Michigan 
Blvd. and the similar areas in oth- 
er cities has been growing in re- 
cent years. To find out why they 
left the city and how they are 
faring in the country, AA recently 
sent questionnaires to virtually 
every suburban New York and 
Chicago agency, and to several 
other areas. 

Of the 38 forms sent out, 16 were 
returned by the agencies. 


® The agencies responding ranged 
in size from one-man operations 
conducted from a room in a modest 
country house to a seven-acre site 
where several hundred people earn 
their bread and butter and mar- 
tinis. 

Six of the 16 agencies replying 
were established in the suburbs 
only last year. The most general 
reasons given for moving were the 
improved driving and parking con- 
ditions, the quieter more “‘creative- 
inducing” surroundings, and the 
hours saved in commuting time. 

Several said they could give bet- 
ter service to clients. 


® Here are some additional specif- 
ic observations: 

Murray Breese, president of 
Murray Breese Associates, Irving- 
ton, N. Y., said one reason he 
moved his agency up the Hudson 
three years ago was because it 
made for “lessened time of contact 
with space men on the part of 
major employes, which was not 
contributory to sound business re- 
lationships.” 


always had to take home work 
|in the evenings. When at home I 
| found I needed files from the of- 
| fice in town. Working in the sub- 
| urbs saves a great deal of time and 
/money by not commuting. It also 
| saves time wasted with long-wind- 
/ed salesmen, since they don’t come 
up to the suburbs unless they know 
there’s something concrete. 

“In addition to the above,” Mr. 
Cosentino continues, “there is the 
advantage of giving better service 
because the.office is available ‘aft- 
er hours,’ Saturdays and even 
Sundays in emergencies, and this 
is important in advertising, since 
it’s almost all deadline work.” 


® Quite different from Cosentino | 


Jf 


Advertising is MacManus, John & 
Adams, which moved 23 miles from 


, where the company plane is kept. 


Several other Long Island agen- 


downtown Detroit to Bloomfield| cies, such as C. M. Johnson & As- 


Hills in 1952 because it had “no 
room for further major expansion.” 


Add to this crowded parking and | 


a survey which showed that 65% 
of the employes were closer, in 
driving time, to the proposed new 
location, and you have most of the 
reasons why this agency switched. 


® The main reason Duncan Brooks 
Inc. moved to Mineola, Long Is- 
land—22 miles from the city—in 
March, 1953, was for the “conveni- 
ence of personnel.” They get to 
work in an average of 22 minutes. 
Exec. V.P. Don W. Dragon offered 
a second motive: 

“Being an industrial advertising 


agency the consensus was that the | 
agency did not necessarily need the | 


dash and flash of Madison Ave.” 


sociates in Bethpage, moved out 
from the city because of the new 
location’s convenience to local ac- 
counts. 

“Industry is moving out to the 
suburbs by leaps and bounds, and 
we are close enough to give our 
clients prompt, efficient and im- 
mediate attention,” replied Ben- 
jamin Weber, secretary-treasurer 
of Charles H. Rogers Associates, in 
Jamaica, Long Island. 


® Agency president John M. Camp 
is pleased with his four-man set- 
up in Wheaton, IIl., “because we 
can serve our clients just as well 
from here as we can from Chicago, 
and it saves us two-hours-and-a- 
half traveling time each day.” 
Mark Byron, board chairman of 


The agency also managed to Woodward & Byron in Westport, 
move closer to airport facilities, |had four succinct explanations for 


ee Re os 
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|taking the plunge in March, 1954: 
1. Quick contact on all accounts 
| from New York to Boston. 

2. Finest creative talent living 
in or near Westport. 

3. Ten minutes from home to of- 
fice. 

4. Relaxed atmosphere, clients 
enjoy visiting the office. 


® Having become rather embit- 
tered with New York, agency 
president Adrian E. Clark Jr. 
pulled his small operation back to 
his home town, Syosset, Long Is- 
land. 

“Threatening agency sales taxes, 
the apparent desire of New York 
City officials to drive business 
;from our city, expensive living, 
high salaries to poor help are only 
a few of the reasons for leaving a 
very dirty, noisy, crowded city for 
fresh air, relaxing conditions,” he 
writes. 

The most frequently mentioned 


Alfred S. Cosentino runs his 
two-man agency from his home in 
Bronxville. “Being responsible for 
the greater part of my business, I 
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disadvantage in suburban loca- 
tions dealt with production prob- 
lems, although in most cases the 
agencies were managing to work 
these difficulties out. 

Long Island agencies, particular- 
ly, complained about production 
problems. “Available production 
facilities are inadequate,” said 
Monroe W. Zorn, owner of Dun- 
woodies Advertising in Garden 
City. “Can’t get service on type, 
art, engraving, electros, etc. This 


should improve as the business de 


velops.” 
® Wilson Advertising-Marketing 
Service, Libertyville, Ill., found 


a lack of local art talent. Also in|s 


Illinois, agency head Doris A. 
Greenwood in Cicero mentioned 
a possible disadvantage: 
“Perhaps there may be some 
lessened prestige because of our 
location, but we find it doesn’t 
matter to our clients and, of course, 


that is the only concern to us.” 


In her operation, Miss Green-| 


wood has been able to use neigh- 
borhood people for parttime help 
on special jobs. 

A somewhat more serious disad- 
vantage was voiced by Joseph P. 
Moore, president of Moore & Co. 
in Stamford: 

“Persuading first-rate advertis- 
ing people to work for us. Too 
many still think a position in New 
York offers greater ‘security.’ 
However, we find this objection 
becoming less pronounced as the 
size and stability of our agency are 
better understood.” 


“Several hours to make a 20- 
minute stat,” was one reply. 
“Must rely on very poor mails to 
do business with stats, cuts, etc.,” 
wrote another. Both acknowledged, 
though, that these were minor 
problems when compared to the 
pleasures. 


The biggest agency among those 
answering AA’s_ questionnaire, 
MacManus, John & Adams (248 


people in the main office), said, 


“So far we have found no serious 
disadvantages.” 

The new-found country adver-.| 
tising squire is very pleased with 


his decision to move. Not even one| 
: | 
agency expressed a desire to re-| 


turn to a metropolitan area. One 
said he’d sooner quit the business 
than go back to New York. Sev- 
eral wrote they could not foresee 
any reason to return. MacManus, 
John & Adams said it considers the 
maintenance of its six metropoli- 
tan offices “essential to the suc- 


cess of our suburban operation.” | 


® Possibly with a snicker, one 
agency wrote: “We do expect to 
open a small branch office in New | 
York City. This is a switch, of | 
course, but it makes good sense to | 
us. ” 


69 


Adman Breese, from Irvington-, their homes and to pleasanter gen- 
on-Hudson, had some observations | eral living conditions are a justi- 


_to make on a problem that agency 
heads have long thought about 
when it came to leaving town: 
Losing business. 

| “There are, of course, always 
terrific problems and the danger 
of loss of business in such a move 
as we have made,” Mr. Breese 
writes. “We find, however, that it 
is much easier to contact some of 
our accounts from here than from 
New York and there is much more 
constructive time available as well 
as a quieter atmosphere to do con- 
structive thinking. 

| “The curses of the New York 
type of operation which involve 
too many unnecessary contacts— 
in other words, too easy an avail- 
ability between space men and 
production facilities involving too 
much lost time on the part of 
agency personnel—together with 
bringing the employes closer to 


We like to think of our 38 editors as worthy hands. We give them full credit for making it possible for our publisher 


provide more convincing proof of editorial value to advertisers than any other oil publisher ever approached. 
Confidently, The Journal has for 14 years put their worthiness to test by making the unconditional offer 


to pay costs for any sort of readership survey an advertiser or agency may make on oil magazines. The advertiser 
writes his own ticket — makes up his own list of customers and prospects, prepares his own questionnaire, 

and asks his own questions. And he counts his own returns. The Journal picks up the tab. 
get in on this standing offer? Test for yourself the worthiness of our editorial hands. There are no strings attached. 


Why don’t you 


| 


| 
| 
| 
| 


fication of this type of move. 
Reams could be written on this 
subject.” 


Heinz Will Market Hot Lunch 
Vendor to Industrial Plants 


H. J. Heinz Co., Pittsburgh, has 
announced it is ready to market 
vending machines that will serve 
heated plate lunches and soups to 
industrial plants. The food com- 
pany said the machines will be 
stocked with a choice of 14 plate 
lunches ranging from chicken stew 
with dumplings and Spanish rice 
to beef goulash and lamb stew. A 
variety of 13 soups also will be of- 
fered. Although each machine is 
designed to carry six varieties of 
food, each plant will be stocked 
with enough vending machines to 
offer the full menu, according to 
Heinz. 

Mills Industries Inc. developed 
the vending machines, and the 
Heinz hotel and restaurant division 
will service the machines. 


WHAT It GY) 


ACP — Associated Construction Pub- 
lications — is a group of fourteen pub- 
lications serving the vast construction 
market. You can use all, one or several, 
to sell your products in the market you 
want. ACP gives you the greatest 
coverage in the construction field — 
86,244 construction men. 


Construction Bulletin Construction 
6,1 inn., 3,967 —N. Car., 
N. Dok., $s Dak., lo. Va., W. Va. 


Construction Digest Concructionces 


8,992 — Ohio, 12,860 —N. Y., 
Ind., Hl. Penn., Ne J., Del., Md. 
Construction 
News Monthiy 
> 
Construction Mississippi Volley 
News Monthly ontract 
7,266 — Ark., Vg ag Mt, Ky., 
E. Mo., Le., Okia., * Mo., W. Tenn., 
iss., W. Tenn. N. Miss., Ark. 
re 2 


Michigan Contractor Mid-West Contractor 


and Byil 7,132 — Kan., la. 
3,684 — Mich, W. Mo., Okla., Nebr. 
Dixie 
Orn 
‘ 
Dixie Contractor New England 
5,607 — Ala., Construction 
Fle., Ga., S. Car., 5,326 — Me-, N.H., 
E. Tenn. Vi. , Mass., R. b., Conn. 


Rocky Mountain 
Construction and Contractor 
6,021 — S. Calif., 
Arit., S. Nev. 


6,016 — Ariz., 
Colo., N. Mex., Utoh, 
Wyo., E. Nev. 


Texas Contractor 
4,500 — Texas 3,447 — Wisc., 


N. lil., Upper Mich. 


For detailed facts about the 14 Associated Con- 
struction Publications, write to: George Stewart, 
Sec'y., 6 S. Oronge Ave., South Cranes, 6.5, 
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Transcript for Reporters |into in discussing research. I dis- 


Would Clarify Speakers’ Ideas #gtee completely with the un-| 


, named researcher in Moskowitz’ 
ditor: m , to 2 

an the a ° : story, who called this controversy 
Make 8 Co Comment. “only a question of semantics,” as 


It is in respect to the front page |. : nia 
z if semantics were a trivial matter. 
‘RTIS- 
controversy reported in ADVERTI be I say “2 + 2 = 5,” but really 


inc AcE between Alfred Politz and ‘mean what other people count as 


Ernest Dichter. ; 
: : : 4, this may be only a matter of 
This made lively reading, and I isemantics, but it leads to not only 


am sure stimulated the interest of | lhe : 

many people who have little inter- | bad comseremicetiens, hut mixed up 
. evaluations of reality. 

est in research concepts. But the) Polite’ att sen 

real issues here lie much deeper; *° ‘. attempt oo een to de- 

than a personality conflict between | §'8" @ sanguage w ich would make 


two men. and are of considerable |S¢™s¢ in communicating about re- 
, | 


importance to clearer thinking |S¢@rch. 


about the research function in ad-| He did not say that research as | 
vertising and marketing. a form of human behavior was) 
What Politz has tried to do—and | the highest form, or the most use-| 


I think most constructively—is to |ful. Actually, he states that the 
lead us out of a semantic jungle production of creative ideas is 
we have slowly worked our way | probably the most useful form of 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


‘human behavior. Similarly, he did 
not say that any competitor’s work 
was useless. He merely pointed out 
| that we can all communicate better 
‘if we can agree on useful terms to 
Separate idea production from the 
measurement activity we call re- 
search. 

I happen to agree with this con- 
cept. But more importantly, wheth- 
er or not I agree, most serious peo- 
ple would have to concede that 
Politz’ contribution here is a fun- 
damental one, and is entitled to 
respect even where it is not en- 
dorsed. 

There is no particular reason for 
any of us to harbor ill feelings 
toward either Moskowitz or ADVER- 
TISING AcE for making a hairpull 
out of this story. I think Politz is 
somewhat at fault for not having 


YU belong in a tabloid... 


Hardware and 
Housewares 


... to fully sell the hardware trade 


HARDWARE & HOUSEWARES is the fastest 
the dest selling job for you because hardwareme 


growing! It does 
n rely on its live news, 


the latest on new products and trade trends — all presented 


in any easy-to-read style and tabloid format. 


Add to these editorial advantages the fact that only HARDWARE 
& HOUSEWARES assures your ad top visibility. Every ad you 


place is near news — there are no “buried” ads, 
up to tremendous readership in 37,000 “plus” 
stores with a strong conviction to buy. 


ever. It adds 
individual hardware 


Ask your HARDWARE & HOUSEWARES representative 
to give you the full story of why smart advertisers know it’s just good 
business to have HARDWARE & HOUSEWARES selling for them. 


8th Floor, 
Daily News Bldg., 
Chicago 6, Illinois 


he 


usewares 


a written presentation of his thesis 
available to the press for careful 
study. I understand this is now 
under preparation and that, in the 
future, reporters will not have to 
find their way unaided through a 
learned and technical discussion. 

My only point in writing you is 
to suggest that there is morc to 
this story than meets the eye; that 
the problem is a semantic one and 
therefore of utmost importance; 
and that if the social sciences are 
to move more in the direction of 
service to advertising and market- 
ing, they will do so as a result of 
more widespread understanding of 
the concepts which underlie sci- 
entific method and terminology. 

In spite of much good work done 
by others, I think that so far the 
most serious and important contri- 
butor to this mission has been Al- 
fred Politz. 


SHERWOOD DopcE, 
Vice-President and General 
Manager, Foote, Cone & Beld- 
ing, New York. 


(Editor’s note: We question wheth- 
er our story would have been al- 
tered materially had we been in 
possession of a written copy of Mr. 
Politz’ talk [which, incidentally, we 
asked for immediately]. Often, in 
the heat of the moment, things are 
said which do not show up in “offi- 
cial” texts; this is why it is useful to 
have reporters at meetings. Nor do 
we accept the thesis that ApvERTIS- 
inc AcE manufactured this “hair- 
pull.” This is a stew of the re- 
searchers’ own making. We believe 
it is clear that there are substanta- 
tive differences of opinion here. 
Also, the “unnamed researcher” 
mentioned by Mr. Dodge was not 
unnamed in the story. Those who 
said this was a semantic problem 
were identified as Donald Arm- 
strong of McCann-Erickson and 
Peter Langhoff of Young & Rubi- 
cam.) 


Says Buggy’s a Barouche 

To the Editor: Reader J. Roy 
McLennan thinks the open-face 
carriage garnished with Exquisite 
Forms in the picture looks like a 
landau (Voice, AA, Oct. 10). Well, 


eae 
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I saw that pic the first time but I 
was so preoccupied with the cargo 
that I never did get around to ex- 
amining the vehicle. 

This is no landau. A landau is a 
closed, boxlike rig with glass win- 
dows in the front section and a 
collapsible top over the rear half. 

The buggy pictured is called a 
barouche. The front half is unen- 
closed and there is a folding top 
over the rear portion. In the illus- 
tration the top is down and one of 
‘tthe Forms is sitting on it; you 
should look close. 

In Bordeaux, Marseilles, and 
Brest the barouche was favored 
by sailors ashore for leisurely 
sightseeing and pubhopping. It has 
reliable motive power, effortless 
steering, excellent brakes, low op- 
erating cost, and, as evidenced by 
the picture, phenomenal pickup. 

JOHN EVANS, 
Educational Director, Proof- 
readers Guild, Chicago. 
* * * 
‘Dubious Contribution 
to Cultural TV’ Cited 

To the Editor: The advertise- 
ment by ABC-TV in your Sept. 19 
issue reminds me of the perennial 
discussion between tv’s critics and 
advocates as to its cultural value. 

The ad offers to prospective ad- 
vertisers a piece of ABC’s Famous 
Film Festival. The advertiser gets 
a piece of the program and the 
viewer gets the entire film in 
pieces. The jig-saw halftone is an 
accurate symbol in more than one 
way. 

The curious thing about all dis- 
cussions of cultural tv is that 
someone always tries to stop the 
conversation with, “...but if 
advertisers didn’t pay for the en- 
tertainment, you wouldn’t get it 
in the first place.” This kind of 
person insists on confusing com- 
mercially-sponsored entertainment 
with cultural medium, two ideas 
only remotely related. 

“Odd Man Out” was a perfect 
example of this confusion of defin- 
ition, and it illustrates the overly 
zealous advertiser who thinks that 
his viewers are going to listen to 
a spiel (and I mean spiel) on the 
virtues of removable storm win- 


dows every 15 minutes for 1% 


There’s An 


Easier Way 


To Get Attention... 


Fhe 


a S 
=== 
—— 


Sell to men? Sell your customers the 
easy way ... the best way! Reach 
1,200,000 reader-buyers, 98% male. Con. 
centrate in THE SPORTING NEWS. Men 
buy it, like it, read it from the front page 
to the last. And have confidence in it. 
It's almost as old as baseball itself and 
just as lively. 


_ For complete information write... — 


RLES C. SPINK & SON, Publi 


CHA 
ia 2018 Washington Ave., St. Louis 3, Mo. 
_ BOSTON — CHICAGO — DETROIT — LOS ANGELES 
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Qi F more days Wo eniloe cone / 


RINSO OFFERS YOU FINANCIAL INDEPENDENCE! 


WIN YOUR WEIGHT = 
1) IN GOLD “aicar> 


(Also 301 Other Qach Prizes!) 


wuss aan vou ween?! 


W 
ala —_IN SILVER DOLLARS 


nt 


Chect the chart end see what you ere worth in gold. You can win this sum in coid 
cash — simpty by telling us which of the 2 new Rinses you preter — Rinse White 
or Rinse Bive. W you weigh 140 Ibs. vou'd win $71,456! Moll your entry today! 
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moat FIX: A-DRINK 


hours. Perhaps three well-spaced 
commercials, okay...but seven? 
It would seem that he, among 
others, is only encouraging the 
growth of vanishing Americans, 
vanishing to the kitchen, bath- 
room, telephone, etc., precisely 
every 15 minutes. 

This is commercially-sponsored 
(even saturated) entertainment, 
but a dubious contribution to cul- 
tural tv. A large staff of actors, 
writers, directors, camera men, 
et al, knock themselves out to 
create a mood, an artistic impact, 
a really worth while film, only in 
time to watch their efforts degen- 
erate in the possession of this 
great cultural medium. 

If you saw “Odd Man Out,” can 
you imagine what “The Red 
Shoes” will be like? Well, I saw 
my first Famous Film, and my 
last. And I will never buy that 
brand of storm windows if I go 
without storm windows. 

H. W. PHILLIPs, 

Advertising Manager, Na- 

tional Advertising Co., Subsi- 

diary of Minnesota Mining & 

Mfg. Co., Chicago. 

ra + . 


AA Is His Oracle 

To the Editor: I read my ADVER- 
TISING AGE early in the morning, 
between 6:30 and 7. It takes about 
a week to finish reading one issue, 
but I get ten times more out of it 
this way than by trying to read 
it all in one evening. Did you ever 


‘Flattered to Pieces’ by 
Pick-Up of Idea 


To the Editor: This might be 
entitled “a good idea never dies.” 

Enclosed are three photostats. 
They are all based on the same 
idea which is, win your weight in 
precious metal. 
Band flour, another one on Rinso, 
and a third one on Fix-A-Drink. 

These are very interesting to us 
as to our knowledge we originated 
the idea in a plans board meeting 
early in 1951. A very successful 
contest resulted featuring Gener- 
al Mills Red Band flour, which is 
sold in the southwestern area of 
the U.S. 

In June, 1954, we were very 
much flattered to see our idea 
picked up by Lever Bros., who ran 
a national contest on Rinso. Last 
September, once more we saw a 
contest—this time featuring Fix- 
A-Drink, which is evidently sold 
in Baltimore. 

We certainly feel flattered to 
pieces. 

R. H. BURBANK, 

Vice-President, Knox Reeves 

Advertising, Minneapolis. 


try to do your serious reading early 


in the morning, before breakfast, 
when your mind is very receptive? 
On the way down to the office, 


One is on Red. 


I generally pick up two of my. 


neighbors. They are both vice-| 
presidents of our largest title in- 


surance company. For “conversa- 


Le us once and 
you'll try us thrice 


Our halftone work 
is O, so nice! 


Photo Engravings 
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Of this 


McGRATH we are quite sure 


An ad-man’s 
headache cure 
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COLOR AND BLACK-AND-WHITE 
DAY AND NIGHT SERVICE 


| 


tion” I often talk to them about | 


some new developments in elec- 


71 


tronics, chain store changes of pol-} .yonuwe says-— 


‘icy, fair trade developments, new 
liquor brands, etc., and they are 


surprised at how ‘much I know. | 


‘Some of the things I tell them, they 
‘find out for themselves by reading 
their daily papers (sometimes 
three or four months after I KNEW 
IT). 


my information secret, but I sup- 
pose sooner or later it will leak 
out. 

I really believe a person can be- 
‘come well-informed on what is go- 
‘ing on in the business world, in 
general, by just reading ADVERTIs- 
‘Inc Ace, and nothing else. Of 


So far, I have kept the source of | 


EFFECT 


course, I realize that you could not 
afford to have subscribers who do. 


‘not fit into the proper category 
‘and that general distribution of 
your sheet is out of the question. 


have an advantage in = 
things earlier than others. 
BEN DAHLKE, 
President, Dahlke Stationery & 
| Mfg. Co., Buffalo. 


| checked many classifications . 


OF YOUR 
ADVERTISING 
ON GROCERY SALES 


With a ~ sangeet neg 10 week Grocery Store 
Inventory . . write or call for details. 


Note: —in the five years we have been mak- 
ing Grocery Store Inventories, we have 
your product 


| may be included. Ask for reports of the surveys. 
This being so, fellows like myself) 
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“Bayonne cannot be sold from the outside’ 


THE BAYONNE TIMES 


BAYONNE, NEW JERSEY 
BOGNER & MARTIN 


Nationally 


“| Once Thought 


area, 


Seattle Newspapers 
Were Read All Over 
Western Washington’ 


... says J. M. Hall, 
District Manager, Seattle, 
WHITE KING SOAP COMPANY 


“Before I came to the Puget Sound 
I considered Seattle and 
Tacoma as one trading area and 
assumed that promotions out of 


Seattle would influence buying all 


over Western Washington.” 
Hall continues, “I soon learned, 
however, that the Tacoma market, 
so important to our company, 
needs Incalized advertising. And 
for that reason I always insist that 
White King Products be advertised 
in the Tacoma News Tribune as 
well as in Seattle papers.” 


Mr. 


er 63.5% 

of Washington State’s 
GENERAL 

MERCHANDISE SALES 


in these two 
important markets 
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Mme. Rubinstein 
Hits Road to Push 
Beauty Products 


Hartrorp, Oct. 18—Some 50 
years ago, Helena Rubinstein be- 
gan marketing a product called 
Wake-up Cream in Australia at 
1l¢ a jar. 

The cream grossed an impressive 
$100,000 that year, and the Rubin- 
stein name was off and running 
for global fame. 

Last week Mme. Rubinstein, one 
of the world’s best-known cosme- 
ticians, was in Connecticut’s capi- 
tal in conjunction with another 
new Rubinstein product, a lipstick 
called Jazz Red (AA, Sept. 19). 

She came here to meet Mrs. Be- 
atrice Fox Auerbach, president of 
G. Fox & Co., Hartford department 
store, considered a leader in her 
specialized field. Mrs. Auerbach’s 
organization is not only introduc- 
ing Jazz Red over the counter, but 
also via color in a store-wide festi- 
val. 


® Mme. Rubinstein, in a chat with 
the press, disclosed that it takes 
from three to five years to develop 
each product to its most effective 
state. 

In the face of her many cosmetic 
achievements through the decades, 
however, she has remained stead- 
fastly loyal, she said, to the initial 
Wake-up Cream. 

“T couldn’t live without it,” she 
smiled. “If I had to travel aloft in 
a balloon, with space at a mini- 
mum, before anything else I would 
take that jar!” 

She termed the new lipstick 
product a becoming color for girls 
17 to 70. 

“The object of lipstick in the 
first place,” she said, “is beauty, 
and secondly, comfort.” It is a 
combination of oils, fragrance and 
color. 

One reporter asked what she 
thought of lipstick, now marketed, 
guaranteed to stay on for 24 hours, 
the while retaining its luster. 


® “How would you like lipstick 
on your lips for 24 hours?” she 
countered. She said such a situa- 
tion would be uncomfortable and 
would make the wearer persistent- 
ly conscious of the fact. 

Most women, according to this 
expert, replace lipstick about every 
three hours. 

Owner of New York and Paris 
beauty salons, and of laboratories 
in England, Switzerland and Italy, 
Mme. Rubinstein was asked how 
she compares the grooming of 
American women with that of their 
counterparts on the Continent. 

“The average American wom- 
an,” she admitted, “is much better 
groomed, because she has far more 
opportunities to work and can af- 
ford the price of beauty.” 

There’s a further condition—the 
sharp difference in prices. She 
sells an ounce of cream or oil in 
Europe for what four ounces 
would bring in the U. S. 


® The best Rubinstein business in 
Europe today is in Germany, where 
she introduced her product only 
three years ago, Mme. Rubinstein 
said. 

Modern man isn’t overlooked by 
the Rubinstein organization, which 
is marketing in Europe a product 
called D-cream, a colorless cream 
which acts as cleanser, softener 
and aid in treatment of skin irrita- 
tions. She recommends it for use 
after shaving. 


Murdoch Joins Healy 

Gilbert G. Murdoch has joined 
the staff of Paul M. Healy Adver- 
tising, Montclair, N. J. Mr. Mur- 
doch, formerly with Hart Lehman 
Advertising, New York, will han- 
dle industrial accounts for Healy. 


Daugherty Associates Forms 
Better Mottoes Assn. 

In an effort to improve mottoes 
alk over the nation, William F. 
Daugherty & Associates, Denver 
agency, has revived the “Let’s 
Have Better Mottoes Assn.,” which 
will select a “motto of the month” 
each month. According to Jack 
Pierce, secretary of the association, 
which maintains headquarters at 
722 Kittredge Bldg., Denver, only 
requirement for membership is 
that each member send in a motto 


each month. The club has no meet- 
ings, dues or committees. 

The contributor of the best and 
most original motto of the month 
becomes president of the associa- 
tion for that month. Harold F. 
Ordway, who contributed the mot- 
to, “Think—it may be a new ex- 
perience,” is president for October. 
The winning motto is sent to all 
association members. The group 
currently is attempting to counter- 
act the stereotyped mottoes of a 
“purely uplifting nature.” Accord- 


ing to the Rocky Mountain Jour- 
nal, which joined the group last 
week, “You won't win a fortune, 
but you may become famous.” 


Starch Names Dr. Neu 

Daniel Starch & Staff, Mamaro- 
neck, N.Y., has appointed Dr. D. 
Morgan Neu director of television 
research, succeeding Jack Boyle, 
who resigned to become president 
of Qualitative Research (AA, Oct. 
10). Dr. Neu, who joined Starch 
in 1950 as technical director of 
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television research, will direct the 
Starch immediate recall studies of 
television commercials. 


United Air Lines Boosts Malin 

United Air Lines, Chicago, has 
promoted Lyn Malin, who has 
worked in the Australian office of 
United four years, to sales and 
publicity representative in Sydney. 
Miss Malin was in the public rela- 
tions division of the Australian 
Red Cross Society before she 
joined United. 
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Advertising Age, October 24, 1955 


New Hotpoint Setup 
Gives Six Divisions 
‘Autonomous’ Status 


Cuicaco, Oct. 18—Hotpoint Co. 
has given each of its six appliance 
departments separate status as a 
division, to operate as an “individ- 
ual business.” 

John C. Sharp, president, an- 
nounced that the realignment is 
designed to make it easier for the 


divisions to plan their own growth, 
in view of business volume predic- 
tions for 1960. 


Each division will have full 


jresponsibility for all aspects of 


producing and selling—marketing, 
manufacturing, engineering and fi- 
nance—of its major electric appli- 
ances. 

There will be no changes in ad- 
vertising, however, Philip L. Crit- 
tenden, advertising manager, told 
AA. Maxon Inc., J. R. Pershall Co. 
and Henry M. Hempstead Co., in 


Chicago, will continue to handle 
magazine, radio and tv and trade 
and commercial equipment adver-. 
tising respectively. 

The new divisions and their 
managers will be: Ranges and 
component parts, John F. McDan- 
iel; refrigeration, Orrin E. Wolf; 
home laundry, Ralph M. Spang; 
dishwasher, water heater and cus- 
tom appliances, Edward M. Haines; 
commercial equipment, William C. 
Ayers, and utilities relations, Wil-| 
liam A. Kissock. 


San Francisco Adclub 
Plans Civil Defense Drive 

The San Francisco Advertising 
Club, together with the city and 
partly financed by the federal gov- 
ernment, will launch a year-long 
drive to promote knowledge of 
civil defense measures. The San 
Francisco board of supervisors and 
the federal government will share 
the $89,306 budget (AA, Aug. 22) 
for an all-media campaign to be 
carried out by the 12-member civil 
defense section of the club under 
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the chairmanship of Ralph Cahn, 
of Frederick Seid-Ralph Cahn Ad- 
vertising. 

“Teaser” ads running for one 
week will open the campaign, fol- 
lowed by two weeks of saturation 
promotion, to be followed by a con- 
sistent campaign for the remainder 
of the year. Booklets, wall cards 
and stickers will be distributed 
door-to-door to homes, offices and 
factories. 


Canadian Whiskies Bow Here 


International Brands, Newark, 
N. J., is introducing two Canadian 
whiskies, Canadian Cream, 86 
proof, and Canadian De Luxe, 
which it says is the first 100 proof 
Canadian whisky to be marketed 
F : tai Ps 5. 5 here. Ads will break in New York : 
Se Sip lid Peer — i i i. . : tig metropolitan newspapers late this 


: pilin am month. Ashe & Engelmore Adver- 
oung PRI Snenere he tising is the agency. 


Reco: Gillham Names Wolsey V.P. 
ig MI . . oa Heber G. Wolsey, head of the 

+ a ee = Pr gy ‘ radio and television department of 
Gillham Advertising Agency, Salt 
Lake City, has been named a v.p. 
of the agency. 
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Young Homemakers buy 


Sell the world’s 
BIGGEST FARMERS 


: furnitu re 


ees . rere 


a. % ‘ 4 
o es EON, 


al 


ELMER H. MEYER, Cedar county, 
is typical of the world’s biggest 
farmers in Iowa, where farming is 
the biggest industry, producing 
income in excess of $2 billion a 
year. It’s farmers like Mr. Meyer 
who are yours to sell through 
Wallaces’ Farmer and Iowa 
Homestead. 


Get the completely unbiased, 
scientific facts on this No. 1 farm 
market in the nation and the me- 
dium in which Iowa farmers have 
placed their full confidence for 100 
years. Our complete research 
facilities are at your disposal for 
special studies you want made. 
Write us. 


Young Homemakers buy 


Wallaces’ 
Famer 


PAPERS AND MAGAZINES CARRYING 
FARMING INFORMATION WHICH Iowa 
FARM OPERATORS WOULD CHOOSE IF 
THEY COULD “TAKE ONLY one.*** 


Newspaper 
A Farm 


Mag. A Farm 


10.3% Ot — 
: 4.9% 3, 
OS eee ces 222, 


*From “inFarmation No. 2’’, an area Sampling survey con- 
ducted by the Statistical Laboratory of lowa State College. 


WALLACES’ FARMER 
IowA HOMESTEAD 


RICHARD S. PIERCE, PUBLISHER 


®. Lensing — James N. Morg % 
FY RESEARCH. CONIER UNIVERSITY OF 


DES MOINES, 
OWA 


WALLACES FARMER 
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“We are very much do-it-yourself people, aren’t we, El? We equip 
clients to organize themselves. There’s no point in trying to train 
underlings; you’ve got to get the boss.” 


ge ee, phates rene ay ing page Ae eee 


“There is no glamor in management; it is dull, deadly, plugging 
routine; something you have to do in the agency business if you are 
going to make any money at all.” 


“Human nature stays pretty much the same, and so do agency or- 
ganization problems. Trouble is, the guy starting an agency starts 
fresh. He thinks the world begins with him.” 
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“In the weird adventure of running an advertising agency, you 
have eternally the difference between Fuller & Smith & Ross and 
Cecil & Presbrey; between organization and ‘happy family.’” 


Ellises Solve Agencies How-to-Do-It 
Queries with Do-It-Yourself Advice 


(Continued from Page 2) 

a section headed “Rooms and 
Meals,” which says, “We like to 
get the consulting visitor to work 
by 8 a.m.; let Mary B. provide a 
sandwich lunch; drive him full tilt 
up to 5:45 p.m., and then knock 
off to clean up and catch the 6 p.m. 
news on NBC.” 

Mary B. got in the agency busi- 
ness “primarily because my older 
sister, Dorothy [now Mrs. H. K. 
McCann] was in it.” 

Mrs. Ellis, a native of Carlstadt, 
N. J., now part of Rutherford, 
went to Cornell, where “I had been 
peacefully studying Latin and 
Greek when big sister switched me 
over in my junior year to eco- 
nomics.” 


a After graduation she joined the 
old George Batten agency’s re- 
search department, where she 
stayed till the recession of 1921. 
Because of this phenomenon the 
Batten research staff was whittled 
till only three remained of 23. 

Mary B., as she’s known to all 
Ellis clients, went to Lakeland, 
Fla., for a year as the secretary 
of the chamber of commerce. Sub- 
sequently she moved back north, 
to a spot with McCann, winding up 
in that agency’s Cleveland office. 

Lynn Ellis, McCann manager in 
Cleveland, and she were married 
in Merida, Yucatan, in February, 
1926. They went through another 
marriage ceremony in New York’s 
City Hall the following September, 
just to make sure it was legal. 

The Ellises have, among other 
things, (1) put out the “Ellis Dope 
Book,” a looseleaf management 
service, (2) helped set up five 
agency networks, (3) written 
“Why Too Many Agencies Die 
Young and Too Many Older Ones 
Lose Money,” (4) written “Paying 
Agency Keymen,” (5) added to a 
staggering “management muse- 
um,” (6) produced more than 50 
management texts, (7) consulted 
and coached in person—by long- 
distance phone, by photo copies 
and by recordings. 


ws The Ellises, Lynn and Mary B., 
counsel in a house they rented in 
1930 and bought in 1950. 

They’ve raised a family there 
(“Junior, 27 but single, has just 
gone off to Madrid on a IT&T en- 
gineering assignment”). Now the 
house echoes to the strangled 
sounds made by perplexed agency 
men. 

Gray-haired Mary B. describes 
herself as “more at home in 
slacks.” She smokes Camels 
through a Denicotea cigaret hold- 
er. And she confides that “when 
copy, art and show business begin 
to cost so much that there is no 
profit left, they come to poppa”— 
indicating “El” with an inclination 
of her head. 

Mr. Ellis takes it from there for 
the visitor. “The creative tempera- 
ment,” he says, “is just plain not 
fitted to the quiet thoughtfulness 
and deep thinking that is necessary 
to agency management. Most agen- 
cy men do it [managing] because 
they have to. 


s “In the weird adventure of run- 
ning an advertising agency, you 
eternally have the difference be- 
tween Fuller & Smith & Ross and 
Cecil & Presbrey—between organ- 
ization and ‘happy family.’ 

“As the ‘little fellow’ starts in 
the agency business, he carries 
things in his head. Then he starts 
adding to the staff. He gets five 
or six people, and the headaches 
begin. Then he hates to grow any 
more, because that means he’ll 
have to learn something about 
management or have all those in- 
dividuals who add up to that happy 


family of songbirds we mentioned 
earlier losing their grace notes.” 

Mr. Ellis got interested in man- 
agement early. Born in Anamosa, 
Ia., he was graduated from Iowa 
State in 1907 and thereafter joined 
the U. S. Department of Agricul- 
ture, where he specialized in farm 
management problems. When a 
knotty problem came up involving 
steam plowing, Mr. Ellis spent five 
years studying the situation. 

At the end of that time he was 
an acknowledged world authority 
on the economics of power farm- 
ing. Even Henry Ford came to con- 
sult him. 


e After the government period, 
Mr. Ellis went to work for the 
Rumely Co., LaPorte, Ind., now 
part of the Allis-Chalmers setup. 
There he was put in charge of the 
advertising department. After two 
years, he suddenly was saddled 
with responsibility for seven de- 
partments, employing 85 people. 

“Believe me,” he says today, “I 
had to learn how to organize.” Ap- 
parently he did. A production con- 
trol scheme he worked out at 
Rumely subsequently was put into 
profitable operation at McCann. 

Mr. Ellis joined McCann in 1915, 
becoming that agency’s one-man 
branch in Cleveland, handling 
Cleveland Foundry (now Perfec- 
tion Stove), a new advertiser, 
spending $100,000. At the peak, Mr. 
Ellis ran a 36-man shop there. 

In Cleveland, Mr. Ellis got the 
itch to write an agency manage- 
ment library—an itch that hasn’t 
been satisfactorily scratched even 
now—40 years later. One project, 
“McCann Digest,” which covered 
all phases of management, was 
used by one man to guide an ac- 
count out of the McCann shop. 


a In the consulting field, the El- 
lises have found that it takes 
“about six sessions of talking for 
people to believe what we told 
them in the first session. 

“They just don’t have the point 
of view of the student toward his 
professor,” he says. “It takes a 
while for it to dawn that they’re 
here to learn, not to pick and 
choose.” 

After a shift to another of a 
number of pipes, Mr. Ellis adds: 
“What the individual wants to 
know is if what we’re giving them 
is used by agencies about 20 times 
as big as their own—though it 
would be ’way over their heads.” 

Nevertheless, Ellis clients are 
regarded by the Ellises as “a de- 
voted following—many we’ve had 
with us for 25 or 30 years.” More 
than 150 agency people are sub- 
scribers to Mary B.’s “AQA.” And 
“sometimes they learn from ‘AQA’ 
that they have problems they 
didn’t know they had.” 

Although they don’t handle many 
“Pulmotor cases” these days, the 
Ellises have their share of hurry- 
up queries. Typical is that of the 
Newark agency that sent a spe- 
cia] delivery letter calculated to 
arrive in Westport early in the 
morning. The agency principal 
telephoned Mr. Ellis that evening 
and got a 20-minute answer. 


w “Agency problems don’t change,” 
says Mr. Ellis, “because the funda- 
mentals don’t change. The same 
number of people are still produc- 
ing the same number of frictions. 
Outside problems—like law and 
what the government wants—do 
change. Otherwise, agency prob- 
lems remain the same. The guy 
starting a new agency starts fresh. 
He doesn’t look around for in- 
formation on how to do it. The 
world starts fresh with him.” 
Mary B. interrupts to say that 
the Ellises are “very much do-it- 
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Advertising Age, October 24, 1955 


“When copy and art and sho 
business begin to cost a lot, th 
come to Poppa.” 


“Agencies seldom practice preven- 
tive medicine. They wait wunti 
they’ve gotten the headache.” 


r 


“The creative temperament is not 
fitted to the quiet thoughtfulness 
necessary to management.” 
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“I was given seven departments to 
handle—believe me, I had to learn 
how to organize.” 


yourself people. We equip them to 
do it themselves.” 

And “El” has a final word for 
the management side: “The good 
actors out front get the applause 
and the okays, but the good engi- 
neers behind the scenes make sure 
the whole thing works.” 
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Motivation May 
Be Outmoded by 
‘Operations’ Study 


New York, Oct. 18—A _ super- 
scientific future, when motivation 
research may be superseded by an 
amalgam of other disciplines, the 
whole tool kit coordinated by “op- 
erations research,” was foreseen 
today by Peter Langhoff, v.p. and 
research director of Young & Rubi- 
cam. 

“This idea of employing many 
disciplines in attacking a problem 
is one of the underlying notions of 
‘operations research,’” Mr. Lang- 


Eastern Four A’s Meeting 


hoff told the eastern annual con- 
ference of the American Assn. of 
Advertising Agencies. 

“Incidentally, it is just possible 
that operations research may soon 
replace motivation research as the 
fashionable thing in marketing,” 
he said. 

(Operations research involves 
making a statistical study of fac- 
tors affecting a decision. In this 
context it might be designated 
roughly as business logistics.) 


= Market research, said Mr. Lang- 
hoff, is important not only in indi- 
vidual tactical problems but in the 
development of total marketing 
plans. 

“Marketing strategy is nothing 
new,” he said. “What is new is the 
broader recognition of the neces- 
sity for formalizing the prepara- 
tion of strategic marketing plans 
and building the machinery neces- 
sary to bring it to a high level of 
proficiency.” 

Mr. Langhoff reported that the 
tools of market research “are con- 
stantly being improved” and new 
tools found. 


a “In research at Y&R,” he said, 
“we like to think we practice ‘ec- 
lectism,’ a frightening Greek- 
rooted word which simply means 
‘selecting the best.’ We arrive at 
our judgment of the best tech- 
niques by experiment and obser- 
vation. We are willing to experi- 
ment with depth interviews, word 
association, sentence completion, 


Minnesota multiphasic personality 
inventories (which, incidentally, 
turn up things like inward and 
outward hostility) and even Ror- 
schach and thematic aperception 
tests. I will admit we have not 
tried hypnotism. These are all 
techniques within one discipline— 
psychology. 

“We will not, however, be limit- 
ed to a single discipline. At the 
moment, psychology has contrib- 
uted more than some of the oth- 
ers, such as sociology, cultural an- 
thropology or economics. They all 
have the potential of contributing 
because they all attempt to under- 
stand human behavior.” 


® Other speakers in the marketing 
group meeting discussed the ex- 
panding role of the agency in pro- 
viding new services for clients. 

Edwin Ebel, v.p. in charge of 
marketing, General Foods Corp., 
emphasized that his company be- 
lieves in the “full partnership” re- 
lation with agencies. 

As a result, he said, GF reveals 
volume and profit figures to its 
agencies and works closely with 
account supervisors in planning 
marketing strategy. 

Mr. Ebel said GF feels an agen- 
cy cannot perform to the best of 
its ability—in creating consumer 
advertising—“unless it is brought 
in on the whole picture.” 


® Daniel A. Packard, v.p. and sen- 
ior marketing executive, McCann- 
Erickson, told the meeting that 
changed conditions in the hard 
goods field have opened new op- 
portunities for agencies. 

Mr. Packard, who came to Mc- 
Cann from Kelvinator five months 
ago, said that agencies with dur- 
able goods accounts can provide 
extra services to their clients in 
two fields—product planning and 
distribution. 

He explained that the cost of 
investment in new product lines 
has gone up so steeply that “mis- 
takes are prohibitively expensive.” 
An agency can help a manufac- 
turer, he pointed out, by evaluating 
consumer acceptance of a new 
product before it goes into pro- 
duction. 

“American tastes are changing 
so rapidly today,” he said, “that a 
manufacturer who misses a year in 
catching style trends in new appli- 
ances can find himself in a serious 
situation.” 

In the field of distribution, Mr. 
Packard said an agency can help 
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|“by keeping abreast of changes in 
‘distribution channels and influenc- 
ing clients to gear their distribu- 
tion methods to the inevitability of 
change.” 


® He pointed out that even in 
well-managed companies, the sales 
managers do not realize the need 
for outside guidance until their 
sales programs hit a snag. 

Mr. Packard said that an agen- 
cy, because of its intimacy with a 
client’s operation, can provide such 
services more efficiently and at 
less cost than an independent mar- 
ket consultant. 

“T take for granted,” Mr. Pack- 
ard added, “that this is not a serv- 
ice that can be supplied by the 
agency out of its commissions. It 
is something we should always ex- 
pect the client to pay for, but with 
the understanding that we should 
be able to supply this service to 
him more economically than he 
could obtain it elsewhere.” 


FORD 


PICKS LIMA, OHIO 
(A Metropolitan Area) 

5,237 new jobs— 

$23 % million in added income 

...-$4% million added to 

retail sales. 


In everyway and direction Limaland is growing and pro- 
gressing. 


THE LIMA NEWS 


THE BULLS EYE PAPER OF THE BUCKEY 


Represented nationally by Story Brooks & Finley Inc. 


New York news channels. 
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en MERCHANDISING 
and MARKETING 


saysJAMES J. DELANEY 

Advertising Manager 
Sinclair Refining Company 
New York City 


“Promoting the sale of Sinclair Petro- 
leum Products through advertising pro- 
grams in the 38 states in which the 
company markets, often keeps me on 
the road and away from the regular 


“I manage to keep abreast of advertis- 
ing happenings by reading the newsy 
pages of Advertising Age. It is always 
awaiting me at home when I return 
from my trips. The clear, concise, and 
accurate reportings of this welcome 
weekly publication keep me up-to-date 
on the kind of advertising news I should 


“I find that Ad Age editorials and spe- 
cial feature articles stimulate my think- 
ing and give fresh slants on the myriad 
problems that face a petroleum adver- 
tising manager in these days of rugged, 
keen competition.” 


NOTE ESPECIALLY Mr. Delaney’s reference to “fresh 
slants.” Aren’t fresh slants exactly what you are looking 
for, day after day? Why not give Ad Age a try-out? MAIL 
THE COUPON BELOW—NOW—for a year’s subcription. 
The cost is a mere $3—and you get FREE a copy of NEW 
TRENDS IN MERCHANDISING AND MARKETING, a 
compilation of some of the best weekly articles contributed 
to Ad Age by famous E. B. Weiss. 


VALUABLE HANDBOOK 
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Sheraton Names Davis 
C. Peter Davis, formerly editor 
and publisher of Hotel Gazette, 


BACK * DATE * MAGAZINES 
More than 2,000,000 in stock 
MAIL AND PHONE ORDERS FILLED 

MIDTOWN MAGAZINE SHOP 


1105-6th Ave. (bet. 42 & 43 Sts.) 
New York 36, N. Y. * BR 9-2897 


| which he sold about a year ago to 


Eric Friedheim, publisher of Trav- 
el Agent, has been appointed asso- 
ciate director of public relations 
for Sheraton Corp. of America, 
hotel operator. 


Plans Soil Pipe Campaign 
Central Foundry Co., Newark, 
N.J., producer of cast iron soil 
pipe, is launching its first adver- 
tising program in 25 years. The 


schedule calls for insertions in na- 
tional plumbing contractor trade 
magazines, sales promotion litera- 
ture, selling aids and product cat- 
alogs. Wehner Advertising, New- 
ark, is the agency. 


Owens Joins Product Services 
Donald A. Owens, formerly with 


‘McCann-Erickson, has been ap- 


pointed traffic manager of Prod- 
uct Services, New York. 


with the Buying Farmers| 


in Missouri 


Direct Mail 


Upjohn Buys ‘Home’ 
Participations for 
Debut in Net TV 


New York, Oct. 18—Upjohn Co. 
is making its bow as a network tv 


medical news segment of “Home” 
on NBC-TV. Howard Whitman 
handles this assignment for the 
Monday-through-Friday telecast. 

Upjohn will use the time for an 
institutional campaign to discuss 
developments in the pharmacéuti- 
cal industry. The company—a 
maker of ethical drug products— 
will describe pharmaceutical re- 
search projects now in progress 
and explain how ethical drugs get 
to the doctor. 

William Douglas McAdams Inc. 
is the agency for Upjohn. 


Antell Spreads Lanolin 

Charles Antell’s television cam- 
paign for its Super Lanolin liquid 
makeup has been broadened to in- 
clude the “Ted Mack Show” on 
NBC-TV daily, 3:15-3:30 p.m. The 
cosmetic company is negotiating 
for several additional tv properties 
which, when consummated, will 
make Antell “one of the largest 
current advertisers in the televi- 
sion medium—certainly the big- 
gest by far in the cosmetic field, 
as it will involve an outlay in ex- 
cess of $200,000 weekly in time 
charges alone.” Product Services, 
New York, is the Antell agency. 


FR Corp. Names Kent A.M. 
Howard Kent has been appoint- 
ed advertising manager of the FR 


‘Inc. and’ Peerless Camera Stores. 


HOTEL-MOTEL AD EXPENDITURES—This chart from the September issue 

of Room Service! shows the breakdown of the average Florida and 

Caribbean hotel-motel’s advertising dollar. The chart is based on 
500 replies to a Room Service! survey. 


Direct Mail Is Top 
Medium of Florida 
Hotels, Motels: Study 


Miami, Oct. 18—Hotels and 
motels in the Florida and Carib- 
bean resort areas prefer direct 


sponsor with participations on the) mail to other forms of advertising, 


| with newspapers and outdoor run- 
ning second, according to a survey 
reported in Room Service!. 

Choice of media appears to be 
related to the size of the hotel or 
motel. The larger the operation, 
the report states, the more inclined 
it is to undertake newspaper ad- 
vertising. The larger operation also 
devotes a larger portion of its 
budget to newspapers. 

Smaller hotels and motels, says 
Room Service!, use “target” adver- 
tising, such as direct mail and 
highway signs. 


® Of the 83.5% that do year- 
around advertising (the sample in- 
cluded 500 hotels and resorts in 
the area), 23.8% said they use an 
agency, 63.5% prepare their own 
copy and 12.4% rely on media to 


‘handle it for them. 


According to the survey figures, 
most of the advertising for Florida 
hotels and motels is within the 
state. Outside Florida, the Midwest 
gets 18.3%, New York, Chicago and 
the South Atlantic states each get 
15.3%; New England, 10.6%; Can- 
ada, 2.5%. The Far West and 
Southwest get less than 1% apiece. 


Cart-Ad Elects Two 

Bennett L. Harris has been elect- 
ed exec. v.p. and Herman Kobrin 
v.p. and treasurer of Cart-Ad Inc., 


Corp., New York, maker of photo-| New York company providing ad- 
graphic chemicals and accessories.| vertisers with displays on super- 
He was formerly in the advertis-| market shopping carts. Mr. Harris’ 
ing departments of Simmon Bros. brother, David, is president of the 


| company. 


MEREDITH Z2adeo ad Tdhuwison STATIONS 
affiliated with Better Homes and Gardens and - Farming magazines 
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44.6% of SEVENTEEN’S households 42% of SEVENTEEN’S households spent 44.3% of SEVENTEEN’S households 65.2% of SEVENTEEN’S readers have 
expenditure for food for home use is bought more than $200 worth of furni- over $500 for wearing apparel in the painted or redecorated in the last year. actually purchased merchandise from 


$30. (National median, $24.) ture and rugs in the past 12 months. past 12 months. the pages of SEVENTEEN. 
41.8% of ALL teen-age girls have purchased merchandise they saw advertised in SEVENTEEN 
If you have a young woman under twenty in your home you know what a preferences’... forming lifetime buying habits...looking toward marriage... 
factor she is in family buying...she picks the products, pinpoints brands, has 48% of all first brides are in their teen years! In the next 10 years 
absolute command when it comes to her own purchases. Multiply her by 8 million this impressionable, under-20 market will increase by 4 million customers, while the 
and you see what a great market America’s young-women-under-20 25-40 age group will decrease 8%. The Young Woman Under 20 
represent. Their personal purchasing power from allowances and individual represents your greatest opportunity to increase sales and only one magazine 
earnings alone is almost $4 billion a year. Their families spend billions completely dominates this market—SEVENTEEN. Your advertising 
more in their behalf. And because they‘re the ‘‘set’’ that’s not yet sells in SEVENTEEN because it’s easier to START 
set in their ways, they‘re on the threshold of ““brand a habit than to STOP one! 
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‘54 Ad Costs Averaged ___Per-Car Costs of Automobile Advertising 
$20.34 per Auto Sold _ is: sreine‘ieted or eat in’maveincs, news 


| papers, Sunday sections, network radio and tele- 


vision and farm magazines during the past six years. 
Expenditures for dealer and co-op ads, outdoor, spot 
radio and tv, etc., are not included. 


a 


(Continued from Page 3) with 454,320 cars. It had increased 
car figures only, and truck adver-| its ad budget 15.1% to $12,179,340 
tising is excluded. and its ad cost per car was $23.72, a _ — = — = 
This leaves out important ad-|1.8% more than it was in 1953. CHEVROLET (General Motors) 
vertising media, such as outdoor Smallest sales and greatest per-| Cars sold 0.0.0... occu 1,417,453 1,342,480 852,542 1,067,042 1,420,399 1,031,466 . 
and spot radio and tv, as well as|car ad cost were recorded by the| Ad investment ..................-. $15,376,568 $10,661,320 $5,705,310 $5,819,786 $8,693,111 $8,040,215 a 
cooperative and dealer-only ad-/Henry J. The company spent $382.-| Ad cost per car... $10.85 $7.94 $6.69 $5.45 $6.12 $7.79 : 
= vertising, institutional advertising,|26 in advertising on each car it| FORD 
Z cost of radio and tv talent, direct} sold, a 631.2% gain over the $52.28) Cars sold .oo..oocccccssccsccssceseesseseee 1,400,440 1,116,267 732,481 862,309 1,166,118 806,766 
: mail, dealer helps, company-| it spent in 1953. It sold 1,123 cars| Ad investment .....cc00cc0-0o= $15,281,987 $10,319,786 $6,993,760 $6,422,364  — $9,415,551 $7,756,374 
published consumer magazines, etc.| in ’54. OS $10.91 $9.24 $9.55 $7.45 $8.07 $9.61 
These factors may vary among} Oldsmobile had the largest sales| guicx (Gm) 
the manufacturers. Therefore, the| gain in '54, 33.2%. It sold 407,150] Cars sold. socccssccicsssssseeeven 513,497 454,320 310,806 392,285 535,807 372,425 
figures presented here only give a|cars in 1954, compared with 305,593) Ad investment 0... $12,179,340 $10,580,921 $7,404,122 $10,256,584 $9,887,906 $9,537,791 
relative idea of the advertising|cars sold in 1953. Its ad cost per} Ad cost per cor o-c-cce sccm $23.72 $23.29 $23.82 $26.15 $18.45 $25.60 
positions of the automobile makers.|car was $18.97, which compares 
with $20.34 per car spent the pre ee vo) 
® The lowest ad cost per car was|vious year. Total ad expenditure Cars Sold oseccsnneneenerneesnin 407,150 305,593 218,189 273,472 372,519 269,351 
. NS LEED $7,725,352 $6,217,106 $3,961,264 $4,549,299 $4,621,253 $4,019,836 
chalked up by Chevrolet, an envi-| for 1954 was $7,725,352, 24.2%| 4 cos $18.97 $20.34 $18.16 $16.64 $12.41 $14.92 
a able position it has held for many more than the 1953 figure. Taking COST POF COP ..ccceseses- Hassesseeee . le le 5 n . 
sr years now. It spent $10.85 in ad-|the industry by companies, this is|?PtYMOUTH (Chrysler Corp.) ; 
: vertising to sell each car, 36.6% | how the data breaks down: RE oe Sa ey ee 381,078 600,447 433,134 542,649 547,367 527,915 ' 
more than it spent in 1953, when it P NN RE EO EC $5,945,667 $5,089,357 $3,316,481 $4,390,353 $4,320,558 $4,325,797 2 
paid $7.94 per car. However, it! ° General Motors sold 2,806,595) Ad cost per cor o.com $15.64 $8.48 $7.66 $8.09 $7.89 $8.19 % 
spent $15,376,568 in advertising| C8 wig = the total 5,507,436) SoNTIAC (GM) 
(44.2% more than last year) and or on 1g ustry. It spemt $46,-) Cars sold ceccccccccsssscecssssesesesnn 358,167 385,692 266,351 337,821 440,528 321,033 
sold 5.6% more cars than in the| 499° Eager ng Which WAS] Ad investment ...c.ccc:sesssssseseee-n $7,681,443 $5,999,081 $3,161,835 $3,510,572 $4,174,114 $3,802,410 
previous year (1,417,453). » la = $112,046,079 spent bY] Ag cost per Cor cecccccccccccsceeeee $21.45 $15.55 $11.87 $10.39 $9.48 $11.53 
Ford, Chevrolet’s closest com-| ‘© — MERCURY (Ford Motor Co.) 
petitor, spent $10.91 in advertising| @ Ford Motor Co. sold 1,706,617 NE Ss cig soennaeb¥adoncessvonce 269,925 287,717 185,883 233,339 318,217 186,629 
to sell each car, 18% more than in| cars, 31% of the total, and spent} Ad investment .........2..ccccccscesees $6,656,950 $7,994,715 $5,023,731 $4,777,885 $5,605,011 $3,404,747 
53, when it spent $9.24 per car. Its | $24,397,104 in advertising, or 21.7%] Ad cost per COP occ $24.66 $27.79 $27.03 $20.48 $17.61 $18.24 
ad budget was $15,281,987, a 43.3% | of the total. Saba ince) 
in over 1953, and its sales &. 
ga ed tenn at ry Thi e@ Chrysler Corp. sold 714,347 cars, CN eu sid oee as onene, 154,789 288,812 246,464 298,603 300,104 273,530 
a a% 200, . S represents 13% of the total, and invested $23,-| Ad investment 00.0... $6,725,601 $6,230,060 $5,360,043 $5,055,922 $4,561,511 $3,057,176 
maed © gain in sales over 1953 for 644,559 in advertising, 21.1% of the| Ad cost per Car n-ecscseeeeeenn $43.45 $21.57 $21.75 $16.93 $15.20 $11.17 
ru . total. CADILLAC (GM) 
: . ee 110,328 98,612 87,806 97,093 101,825 80,880 
= in third place last year in terms/ © Americas Motors Corp., result) 44 investment... $3,954,514 $3,420,435 «$3,672,920 —« $2,396,919 = $2,868,139 —=«- $2,627,168 
of sales was Buick, which sold 513,-| of the merger of Nash-Kelvinator Aa us $35.84 $34.69 $41.83 $24.69 $28.17 $32.49 
497, a gain of 13% over its sales of| Corp. and Hudson Motor Co. on iene - : — - : 
1953 when it was in fourth place|Jan. 14, 1954, sold 118,553 cars, | CHRYSLER 
Sn 101,741 153,756 113,392 149,435 151,300 130,516 
Ad investment .o.cc.cccccccesessesseesoes $6,471,872 $5,433,074 $3,868,512 $3,389,231 $2,816,673 $2,245,066 
PU ME RIE ss cisecsiuscicnensessane $63.61 $35.34 $34.12 $22.68 $18.62 $17.20 
STUDEBAKER (Studebaker-Packard Corp.) 
BN MMII a cbhiscrnanioccealascvcvestliemnioe 95,914 161,257 157,902 205,514 268,229 199,460 
TD SOD ok. ctknstihienseedaenes $3,751,632 $3,913,178 $2,660,603 $3,273,884 $3,577,067 $3,530,250 
— 2 ee eee $39.11 $24.27 $16.85 $15.93 $13.34 $12.68 
NASH (American Motors Corp.) 
NE iste bates cs aiptacearpstesioccnde 82,729 137,507 142,520 140,035 175,722 135,328 
ET io ccschibenestcsscuseoie $2,918,611 $4,412,412 $2,904,824 $3,443,248 $3,383,414 $2,913,723 
Ad Cost Per COP .........cceccesecesees $35.28 $32.09 $20.38 $24.5? $19.25 $21.53 
DE SOTO (Chrysler) 
I BE n55 sphcteeonvandenvens 76,739 122,342 91,677 112,643 115,023 103,311 
a ssssiacicecssscceiacosesce $4,501,419 $4,110,102 $3,224,172 $3,931,809 $2,459,168 $2,445,693 
} » f en $58.66 $33.60 $35.17 $34.91 $21.38 $23.68 
PACKARD (Studebaker-Packard) 
ee ere ee 38,396 71,079 66,346 66,999 73,155 97,771 
. EE. POIRIIIOIEE ~ asicassqesrsceciveveniansons $2,672,156 $4,166,659 $3,617,417 $3,106,335 $2,078,668 $3,052,409 
MMM 5, scacosenssxessesansese $69.59 $58.62 $54.52 $46.36 $28.41 $31.20 ; 
‘ LINCOLN (Ford) ‘ 
Raiph Tanner has just returned to Anderson & eemyec ie 36,251 39,169 29,110 25,816 34,318 37,691 . 
Cairns after almost six years in the textile indus- Ad investment «0... $4,327,863 $4,049,469 $3,147,147 $1,823,434 $1,960,798 $2,445,845 : 
try, where he acquired a knowledge of mill oper- ~ 0 ee $119.39 $103.38 $108.11 $70.63 $57.14 $64.89 . 
. . : . HUDSON (American Motors) 
ations and selling to match his broad experience Scie tcaseornen 35,824 66,797 78,509 96,847 134,219 137,907 
in the advertising of natural and synthetic yarns pg $2,458,167 $3,611,802 «$2,713,668 + ~—Ss $3,103,780 = $3,255,884 —«- $3,727,031 
and fabrics. Ralph comes back to the agency from | | Ad cost per car nnn $68.62 $54.07 $34.57 $32.05 $24.26 $27.02 
Sunbury Textile Mills and a vice-presidency in “eos — Motor Corp.) aca ae me vipa BA ) 
° TD BBUE  crccesssscccesccscccrcsccccocccesoos ¢ y 4) 04 926 28,576 i 
charge of sales of decorative, upholstery and Bib WUUUUUNORE oncesinsossscsnceorsee $1,727,633 $3,172,110 «$2,635,728 ~—S $1,131,831 $528,013 $1,892,460 | 
apparel materials. Previously, he had been vice- Ad Cost per COP .o.ccscssssssssssssssee $101.61 $74.76 $64.26 $43.45 $15.56 $66.22 
president of Mooresville Mills, where his work in KAISER 
rn 9° i ser ced pe ll —« 1260029 su7aree7 —siaie.isy —$2.208370 $2,040,042 $1,484.230 
pnp = + 2 I tsdssscttirslinasoninubiihaeide ,260, 4 BY, (040,04 1,654,230 
Vision of all merchandising activities and member- Wi CORE POF CO ncccsssscnsccoscsscees $180.03 $78.33 $44.35 $42.14 $23.77 $28.54 
ship on the Board of Directors. At Anderson & HENRY 2 (Kaiser) 
Cairns, Ralph Tanner is once again a vice-presi- a 1,123 10,710 28,718 51,372 14,339 
dent, as well as account executive on several major Ad SEINE cisinsnadasestinrcséosoorten $429,275 $559,910 $226,201 $549,551 252,668 
‘ ‘ ne $382.26 $52.28 $7.88 $10.70 $17.62 
accounts—a post to which he brings long account 
CHpSsIencs plus a mee useful apprenticeship on Figures are based on (1) PST a, 1955 Almanac car registration statistics, (2) Bureau of Advertising tabulations of 
the creative side. If you d like to know more about advertising expenditures in newspapers and Sunday supplements and (3) Publishers Information Bureay data on ad expenditures 
Anderson & Cairns, pick up the phone and call in magazines, network radio and tv and farm magazines. 
Ralph Tanner. The number is MU 8-5800. 
2.1% of the total sold, and spent) dustry. for 10¢. Rich Roast has been in- 
$5,376,778 in advertising, 4.8% of The accompanying chart gives, troduced in the New England area 
the total. ad expenditures data for all cars |only so far. Doherty, Clifford, 
e Kaiser Motor Corp. sold 27,014 | f0™ 1949 to 1954. ens ne ae 3s 
cars, one-half of 1% of the total, lat ake 
3 416.937 j icing borden Rich Roast in Drive | 
and spent $3,416,937 in advertising, Borden Co. brought its Rich Frank Named Direct 
f the total. ; or 
ANDERSON & CAIRNS, INC. iets Roast instant coffee into the met- | Sidney E. Frank, president and 
ADVERTISING ° ome sagt aay Pee the | ropolitan New York market Oct. 20| general manager of Schenley Dis- 
result o e merger of Studebaker/with a saturation campaign in /|tillers Co., has been elected a di- 
130 East 59th Street + New York 22,N.Y. Corp. and Packard Motor Car Co.| newspapers, radio, tv, outdoor rector of Schenley Industries to 
in August of 1954, sold 134,310 posters and car cards. As an intro- fill the vacancy created by the res- 
cars, 2.5% of the total, and spent|ductory offer, Borden is featuring|ignation of George D. Woods, 
$6,423,788 in advertising, about|a twin-pack of 2-oz. jars—one jar chairman of the First Boston Corp. 
5.7% of the total spent by the in-/| at the regular 57¢ price, the second of New York. 
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CALGARY Albertan 
CORNERBROOK, NFLD. Western Stor LETHBRIDGE Herald OTTAWA Citizen 
EDMONTON Journal (Jan. 7, 1956) LONDON Free Press 
FORT WILLIAM Times-Journal 
HAMILTON Spectator 

KINGSTON Whig-Standard MONTREAL Star 


Space is one thing we have in abundance in Canada. Hardly 
fair to blame a manufacturer for being tempted to fling him- 
self upon his sales-horse and go dashing madly off in all direc- 
tions... looking for customers! 

He’d cover a lot of territory. But, eventually, he’d realize 
that he was just out on a wild ride. And all because he forgot 
to look at the Canadian map. Something which WEEKEND 
Magazine didn’t forget when it started publishing four years 
ago; the need in Canada for a medium with a circulation big 
enough to provide advertisers with blanket coverage of the 
areas where the vast majority of our people live and spend. 

And that’s exactly what WEEKEND Magazine does! As 
part of the week-end editions of 28 Canadian newspapers, 
WEEKEND ’s coast to coast circulation starting January 1956 
will be 1,450,000—a whopping 500,000 more than any 
other magazine in Canada. On a population ratio, WEEK- 


END’s circulation is equivalent to twenty-two millions in the 


The biggest single 
selling force in Canada 


Published as part of the week-end editions of the following Canadian newspapers: 


KIRKLAND LAKE Northern News 


MEDICINE HAT News 
MONCTON Times & Transcript 


MOOSE JAW Times & Herald 


PETERBOROUGH Examiner 
PORT ARTHUR News-Chronicle SUDBURY Star 
PRINCE ALBERT Daily Herald 
QUEBEC Chronicle-Telegraph TIMMINS Press 


“He flung himself 
upon his horse 


and dashed 
My), madly 


A 


y off 


in all 


directions. ” 


(Stephen Leacock) 


United States. 


With WEEKEND you can blanket the all-important urban 
markets, for 75% of its circulation is concentrated in those 
areas that account for 78% of Canada’s total retail sales. . . 
and retailers read WEEKEND for it is part of their home-town 


newspaper. 


WEEKEND offers the largest single magazine audience ever 
assembled in Canada to which advertisers can tell their story 


every week in color, monotone or through the color comics. 


WEEKEND not only has by far the largest circulation of 
any publication in Canada, it has the lowest color page cost in 
the English magazine field. Small wonder that WEEKEND 
tops all other magazines in Canada in advertising dollar vol- 
ume. Represented in the United States by O'Mara & Ormsbee 
Inc., New York, Detroit, Chicago, San Francisco and Los 


Angeles. 


SAINT JOHN Telegraph-Journal TORONTO Telegram 


& Times-Globe VANCOUVER Sun 
ST. JOHN'S, NFLD. Telegram VICTORIA Times 
WINNIPEG Tribune 
SYDNEY Post-Record THE STANDARD 
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International Shoe Boosts Deam has appointed R. Bruce Deam di-| 
International Shoe Co., St. Louis,|rector of public relations. 


New ENGLAND HOME D 
NEW ENGLAND, N. Y. &N. J. 
Regional Trade Paper for: 
PLUMBING & HEATING 
AIR CONDITIONING & VENTILATING 
LP-BOTTLED GAS & APPLIANCES 
Needhom 92, Mass. © Est. 1947 


Mr. 
|Deam, who joined International 
jearly in 1954, succeeds the late 
|'David I. Coombs. Mr. Deam was! §@ 
with Fairchild Publications before | 
joining International Shoe. 


} 


Lexino Products to McCabe | 


General Pharmaceutical Co.,| 
Norwich, Conn., has appointed 


“The entire recording industry is grateful to you,” 
wires Irving B. Green, president of Mercury Records, “for 
supplying the multitude of record fans with vital news.” 
A big part of the news to RECORD WHIRL’s half a mil- 
lion enthusiastic new readers is what to buy! Try your 
product on America’s free-spending music lovers! 


Write today For Facts and Rate Card! 


RECORD 24:2 ‘sown'stat 


DOWN BEAT 
2001 Calumet Ave., Chicago 16, III. 


Everything in the World about the World of Recordings 


NCARD ane 


a maher Down Beat — Up Beat — Country and Western Jamboree — Record 
4 blicati Whirl — Music — Beverages — Bebidas — La Farmacia Moderna — 
4] PUDIICATION | Radic y Articules Electricos — Elaboraciones y Envases — La Tienda — 


Publishing since 1934 | Radio y Articulos Electricos Catalog File — Bebidas Annual Directory 


P-O-P BY THE TONS—Ever assemble 12-piece dealer 
display kits for distribution to 275,000 jobbers and 
dealers? Above are two scenes from such an opera- 
tion. The place is the direct mail department of 
E. I. du Pont de Nemours & Co., where 25 people 
worked for one full month recently in getting out 
Zerone and Zerex anti-freeze promotion kits. Some 
3,500,000 banner and streamers went into the kits. 


The completed kits were packed in 4,800 cartons and 
made up 2,750 parcel post, express and freight ship- 
ments. The display materials are supposed to be up 
at gasoline stations and garages by the third week 
in October, “Anti-Freeze Week.” The fall campaign 
is the biggest ever undertaken by du Pont for 
Zerone and Zerex. Batten, Barton, Durstine & Os- 
born is the agency. 


Frank McCabe & Associates, Prov- 
idence, R.I., to handle advertising 
for its Lexino products, including 
cough syrup, herb tonic, liniment, 
pain-relieving balm and herb tea. 


PL Le REET eee Te ee 
Be TY SaRee  e gEe 


Coming 
Conventions 


Oct. 24. American Assn. of Advertising 
Agencies, east central region meeting, Ho- 
tel Statler, Detroit. 

Oct. 26-29. Advertising Typographers 
Assn. of America, 29th annual convention, 
Balmoral Hotel, Miami Beach, Fla. 

Oct. 31-Nov. 2. Assn. of National Ad- 
vertisers, annual meeting, Hotel Plaza, 
New York. 

Nov. 6-8. National Newspaper Promo- 
tion Assn., regional meeting, St. Paul Ho- 
tel, St. Paul, Minn. 

Nov. 8-10. Fourth Canadian national 
packaging exposition and conference, Au- 
tomotive Bldg., Canadian National Exhi- 
bition Grounds, Toronto. 

Nov. 14-16. Advertising Essentials Show, 
sponsored by Advertising Trades Institute, 
Biltmore Hotel, New York. 

Nov. 14-16. Public Relations Society of 
America, annual national conference, Am- 
bassador Hotel, Los Angeles. 

Dec. 2-3. Midwestern Advertising Agen- 
cy Network, last quarterly meeting and 
account executive workshop, Drake Hotel, 
Chicago. 

Dec. 4-7. Outdoor Advertising Assn. of 
America, 58th annual convention, Hotel 
Sherman, Chicago. 

Jan. 21-22, 1956. Advertising Assn. of 
the West, midwinter conference, Paradise 
Inn, Phoenix, Ariz. 

Jan. 29-Feb. 1, 1956. National Advertis- 
ing Industries Exposition, Morrison Hotel, 


Chicago. 
Feb. 9, 1956. Associated Business Pub- 
lications, annual midwest conference, 


Edgewater Beach Hotel, Chicago. 
March 1, 1956. Associated Business Pub- 


lications, annual eastern conference, 
Roosevelt Hotel, New York. 

April 8-12, 1956. National Business Pub- 
lications, spring meeting, The Homestead, 
Hot Springs, Va. 

April 15-19, 1956. National Assn. of Ra- 
dio and Television Broadcasters, 34th an- 
nual convention, Conrad Hilton Hotel, 
Chicago. 

April 15-21, 1956. National Brand Names 
Week. Annual Brand Names Day dinner, 


April 18, Waldorf-Astoria Hotel, New 
York. 
May 14-16, 1956. National Newspaper 


Promotion Assn., 26th annual convention, 
Hotel Cleveland, Cleveland, O. 

May 24-27, 1956. Associated Business 
Publications, annual spring conference, 
The Homestead, Hot Springs, Va. 

June 24-28, 1956. American Newspaper 
Classified Advertising Managers Assn., 
36th annual convention, Long Beach, Cal. 

June 24-28, 1956. Advertising Assn. of 
the West, 53rd annual convention, Los 
Angeles. 


‘Newsweek’ Boosts Lodge, 
Two Others; Names Bridges 


Newsweek has promoted Howard 
M. Lodge, manager of its Chicago 
office, to western manager, a new 
post. Mr. Lodge will have charge 
of the Chicago and St. Louis of- 
fices. Frank J. DeVine, formerly 
manager in St. Louis, has been 
named Chicago manager, and Jo- 
seph Wahler, previously on the 
magazine’s Chicago sales staff, 
succeeds Mr. DeVine in St. Louis. 

Frank Bridges, formerly with 
Parents’ Magazine, has joined 
Newsweek’s New York sales staff. 
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Some companies by the nature of their business and their 
advertising can measure advertising results almost imme- 
diately. This comment, contained in a letter* from an 
advertiser, was written by a man who has experienced 
the selling power of Supermarket News. It was written 
by a man who can judge the worth of advertising expendi- 
tures by immediate, measurable results. Not every ad is 
written to produce inquiries. Not every company can 
measure immediately the effectiveness of the publica- 
tions carrying its advertising. 


But some companies can measure results and among 
these companies SUPERMARKET NEWS is the leader 
by far 


Produce growers and shippers, equipment manufactur- 
ers and premium suppliers have two things in common: 


(1) They can measure the results they get from any 
trade publication almost immediately. 


(2) They all know that the big-volume supermarkets 


written inquiries and phone calls 
came pouring in from supermarket 


chains and independents at 


(chain and independent) are their prime prospects 
in the food field. 


These are advertisers who can measure the quality and 
quantity of response to their advertising. These adver- 
tisers place more produce, equipment and premium ad- 
vertising in SUPERMARKET NEWS than they do in 
any other industry publication. They know, from ex- 
perience, that SUPERMARKET NEWS gets their adver- 
tising messages to the owners and executives of the 
nation’s chain and independent supermarkets, voluntary 
and cooperative group headquarters and wholesale gro- 
cers. They know that Supermarket News, which has 
more than**35,000 paid subscribers, leads all industry 
publication in paid circulation. So, in planning your 
1956 trade media schedules, take a tip from the men 
who know. Compare all publications in the supermarket 
and retail grocery field. We believe you will agree that 


SUPERMARKET NEWS should be your number one 
choice, too. 


* Copies on request ** Par. 9, ABC Publisher’s Statement for the period ending June 30, 1955 


Supermarket News A Fairchild Publication, 7 E. 12th Street, New York 3, N. Y. 


the very beginning of the campaign” 


a 


eas ie Ba re FS pee gees ony 
Fi ye _- a om Fon Paes CS ah Ghee ny! 1 rg Ea gm 2 ate as ad. ke ae é § e" gi gaint 3 “A eae } br ue Je Oe ae sae ch a + Oar a 2 cas Fee thie 2 te sae 
y i “so ‘ * j Tj ba wn ~ Y Me a F ‘ . Pe Wy, A : i ~ “ reef 
mA ‘ " : , ; ‘ : a a a 
gy * 
a’! . Pace hee 
es [-' 
ah } fy 
BP , > 
. / ee. 
| joka 
| wes 
aS a see 
i 5 2 aii 
: * 
| a a 
| ao 
: ie 
| ae 
| Ps 
a 
i ica 
Sa. 
| me ae 
| a 
i es oe OS 7 ne 
oe ot gaat a 
P ’ ; Be is } P 
Be: ' - 
oe . f a 
> mj al i ae) 
a fe ae ‘ = 
Ff a q ce ae =e’ 
3 = yee 
= ae ae i 
— | , a 
alate " sigle om ie 
a oe ; se . os 
5 ee ee: Sle Be 
' : — ge a 
3 oa Bo Fine / : 
. a nell ; 
| Fed ee y. =< Ae eo ah 
=e 7 3 i 
orn ; oe ee : JE 
— Be Basa ‘ ee ae 
} a i: Ks a 7 
| ae ae Sas” 
. Sa * ie a 
: a j i em 
f a he ee a aes 
baz $ = ern Pe ae he: ry F a Tee 
nigeot . ‘ a Pe 5 ae “a : A a ~*~ a ae 
+ 2 a  — 
: , ; 7 "ae HES CEE te ee : 
: ? \ eS: 5 Rg a i alas Sip i 
\ aw sige ETERS Me ‘ =. es 
i . Sa Shag 7 ol a 5 sr. 
4 ee : ‘ oe , ae oo 
' i ‘ i e sm AS ya . a 
- ™ ‘ a a = 
‘ee * \ * 8 “as 
| ‘ he & Z a q 5 
~ : (3 : * 
pe 3 ~ 4 . i 4 i 
‘ a oo aa 
* *%, ‘ ~ e 5 oe 
: , ‘ % : ‘ a” : roel 
; Re. a me 
<i : . Bs me ; | 
te ji 
- Py . - cenaneananees 
; ie A — 
re: “ Fs vs : : jones 2 ": as eta 
' “ ae : ’ ~ al Vai Se 
* > ‘ “4 4 i ‘; ‘as | 
; . Y eS oe “9 et 4 : ae in ayis 
ie — g moe ag age oie eee een ; . ¥ peels. | ie 
lm ; ‘ id s eo oe a 2 a ae 
2 ad aa ° ” if FF me g _ "ep ee, ae “i d o~ ci R . 
“By ™ > _— jv. ~ =e . | 
4 “ ” “ — ” BS N h a 2 ii al 
ie j ty ai ~ SS ' =m te —_— o Pd : 
ages a ‘ ii : 4 a Bt oc, ¢ . z ke 
» j - eat ‘ia ail : Z LA ‘ ‘ Sil a i Qa bai * co = 
“ BS ‘ 2 ym ee ii. «, OMe rt pe? 
m ; pee —e~ —_— UU (me Se ee, ; ihe oF 
: in, all fe ie a 7 , a Se iene tae me et Ses ‘ ~ “e 
a as al oy eau : a a a $ ees ie : ee 4 ne 
ihe SR ES A hi se ~ e fie Bo Nae oe ii aad esa é os ae 
Cee o _—i ~ \f sie t aaa. ~~ eg : 
! eee ie ae ee ® es pe <oee PNG a. ee ria ig ™~ Oo, Ke ee 2 eee it ties 
at 2 < oh ae ” v Pte al fa: € ay Baars tr A& a - - ~. oon 4 a 2 PeaaPas fs 
. % oe ae i ae einen : ee aie «| Yeas pa om - ai a7. : oe = ae 
ie 7 Pees faa UR Mie . — Ie so ane rh nee ecg Nae ao. a Bath ae ae aes i ea. : 
) i eee Gs uaa 7 amas — _— - ¥ wae “ae SSD alae : 
i * M ee 4 Oa woth  —— : 
ss nearenmiamname accent atc — ri ‘ ee a a onion mamta Ky 
re t 
, j 
‘4 
sian 
ee : 
{ 
: 
| 
vee 
a 
; ee . 
\ oa 
| ; 
: SS 
ee * 
A eo 
\ “oe 
| ee r 
i . ‘a 
| ee 
a 
| ; ad 
a 
ee : 4 
fod 
| : 
| 5 
oa 
== Su News 
| 
a mmoees A TS A TT TT ; 
Hs . ———_ 
| : | 
: 
o 
ia 
: 
$5 : * ri 
a ae ron ; e hss ’ aie | aki Ld med = Ca ce Ee a : = Socal a oe aie Sold EM : : BE, ane Tao eee ae ge yo qos) rey ‘ Shee 
SAS es rs Pa 5 cS tg cea ge oe ae Se : -< Fh. ae ‘ * Be  tgek Ea SS oe gala} Tee 5 kee (ale eed fee rr * sag armel dail hw “ aa Mig ia Sn, eRe ~ i aa es beet eee 1 ib Be aoe Sete ae ye “ a Sue ss 
ee iN, P = iS Rk LOS 5 15, Apevia aes, Saga a NN cos weeks: AOL ALO pe aad YAS ae 1 ae Ee ae ee Fa. a ee ae Ee Ls OU Dae Wy Be WP SAS UR, NR ee Re ee jae pace: See er a? aah @ at oe ee oe ig FE nt Ae TAPS eae aipetes etc nt rye Bi eb’ 
eS Aa EN | BAS) cian’ Ke ee Lee ME po. Mee ee Cap be ws A eS 5 aes, ee on Tha 3 Pa PUP ae yt ae a hans oe er See TE oe aT eee Ok a eee Ae Xe 5 aS res RE Te ee ee Ae re ieee gays enn ee | ge Te Oo WA ny fey a A Bey Of WS ag SA oe ie » Ke 
See nt Ed ag Eo, Re ah he en Pie ete ons ike See Bika od yale gee tip an Reine wee ie A” OM Mee tes Fore ted ate oe Ray te MS tien ae Lok oe ba Bae hele S Ten ag NDS NI, hs Spel gah OT bie ocean, A RRR mp oa ee OE Re ORY Tek pig © eats oie BS ar he ee wit Soe ree AP i ma eo uel ae, 8 Nee tent to erie oe oars 
Bae Mita Dye eters dels tee ete al pias. bie: pier ak oe Me OBOE Cee ake [reek 2S) Lak Oe Do RSD Ce gk ee aie oe hs NS Pe a Se ee ter aa cece BES I ‘ Sag Pee ee ee oe See aS ee a Nn ra ney eg ie eee” ant Vg Sh tg a BAe ROD oe et ne, Sse Ee ae oe ae 
Rak Wa EM, vee Sy Spas er tA" SG pte Se RG Rae tor Ot, ie a aed Tie acy ey ce Es se Pie et tee ee Pt Mente as pak 2% ae Re ne Teh a pn, pe edat oe oy Ce hes € a Pky hae FA Tos Vahex, ay $i ee Se eS he EAS PEE: TIS 0 lt ae i ee 
= = a Oh etek is TAL ah hie st A pes Ge A ER Bl oe 7. a See By Pongt ag anon eae ils te 9 Ae poe ker Ae Ca Comte Sate amend i a satin TG eh RY LR eg Se Sy A ANA Me MRT ie ly ONE ee eee RE ae Se SPs dee Seed 7 ee SLap> eS Sine the ee 4 eG he et Re CRY See aes te Bg Ameer 
et lige ate en oe FS bh eS oe OS ee at Be. Fe ie as Petts. Sheet | eee AT oe a We eye FORTE SNe eas ee ye Beet Cn. Pie AIRED Diet ee 2 Se ee aa “maria a} Gas SS Se eee ia eRe mes ree gee ee eee MTS) Be igs dv, Ree ce =e oom ae Bin Po ragga Sgt f 
Rae Gee, Sad Pe Oe EOP ae Lie) ea BOE 7” aren a5 oe Sab Pon - tele ae: Saw par re piri a he, Cae ree Ci te ae ote ok ae te a A Oh tet ooae: etinl MC ers ead Ue Ue eR, 4 ee ahi fe eT ow Ee ee Eee oe eee Seen Re a Pe te tr ee ie hie re Rae, Cy nt hd Oa Bae 


LA. <2 To 


a 


‘Sae 


NEW DESIGN—Morton Goldsholl De- 
sign Associates, Chicago, rede- 
signed the Parker House coffee can 
in browns, coffee tans, gold and 
white. New feature is putting key 
on top of can, surrounded by the 
slogan “Your Key to Coffee Pleas- 
ure.” Sun symbol stresses message, 
“Cured in the sun.” 


Sigmon 


Kirchner Ostby 


COMMISSIONER HONORED—When Federal Communications Commis- 

sioner Robert E. Lee addressed members of the Southern California 

Broadcasters Assn. in Hollywood, he was honored at a reception. 

Visiting with him during the reception are Loyd Sigmon, KMPC, 

vice-chairman of the association’s board; Mrs. Thelman Kirchner, 

KGF J, treasurer, and Norman J. Ostby, KHJ-Don Lee Broadcasting 
System, board chairman of the association. 


YES, DEAR READER, THERE IS A QANTAS KANGAROO—And to prove it, 

Howard Gossage, Brisacher, Wheeler & Staff account executive, had 

himself snapped in a friendly pose with one on a recent trip to 

Australia, home of Qantas Airlines. This is the kangaroo being 
awarded in the Qantas contest (AA, Oct. 3). 


Allen Chalmers Craick 


HAPPY BIRTHDAY—Cheerfully marking the fiftieth anniversary of 

Maclean’s Magazine are Ralph Allen, editor; Floyd S. Chalmers, 

president of Maclean-Hunter Publishing Co., and W. L. Craick, the 
magazine’s first editor. 


Moss Ebbesen 


Warner 
Koff Brownsell Youngheart Fidler 


BACK TO WORK—The back to work theme was highlighted at recent 
meeting in Cincinnati of the Kessler division of Seagram Distillers 
Co. by Lewis S. Fidler, director, general advertising department, 
Scripps-Howard Newspapers, who made the main talk. Shown with 
him are Murray Koff, Kessler advertising and sales promotion man- 
ager; John L. Brownsell, manager, promotion and research, Cleve- 
land Press; Samuel O. Youngheart, v.p., Warwick & Legler; Jerry 
Moss, Kessler assistant sales promotion manager; A. C. Ebbesen, 
Kessler associate advertising and sales promotion manager, and Bob 
Warner, in charge of liquor advertising, Cleveland Press. 


King Strouse Johnson Danish Gimbel 
MUTUAL INTEREST—Benedict Gimbel Jr., of WIP, Philadelphia, tries 
out his favorite story at a party in the Mutual Broadcasting System 
suite at the Roanoke regional NARTB meeting. His audience in- 
cludes Charles King, Pete Johnson and Roy Danish, of Mutual, and 
Ben Strouse, WWDC, Washington. Since the meeting Messrs. John- 

son and Danish have left the network. : 


Burkland Silvernail Avery 
CORRIDOR CONFAB—NARTB luncheon speaker Frank Silvernail, of 
Batten, Barton, Durstine & Osborn, is flanked by Carl J. Burkland, 
WAVY, Norfolk, and Lewis Avery, of Avery-Knodel, station rep- 

resentative, at the organization’s Roanoke regional meeting. 


WELCOME—James H. Moore (right), 
host at the regional conference of 
the National Assn. of Radio & Tele- 
vision Broadcasters in Roanoke, 
greets George C. McConnaughey, 
chairman of the Federal Communi- 
cations Commission, who addressed 
the meeting. Mr. Moore is exec. v.p. 
of WSLS and WSLS-TV. 


“IF YOU CAN READ THIS”—This ad- 

embellished semi-trailer is a new 

medium. The poster advertising 

Silver Springs, Fla., on the rear 

door of the trailer was placed by 

Barbour Truck-Ads Inc., Orlando. 
(Story on Page 10.) 


WRAP-IT-YOURSELF—Janet King tries 
her hand at wrapping a clock radio 
to demonstrate the versatility of 
the Motorola Christmas gift wrap 
kit which will be used as a dealer 
traffic builder during the holiday 
promotion. Kit will sell for 89¢. 


MISS NO-CAL— 
The name's 
Dorothy Row- 
and and she’s 
been selected 
by No-Cal 
from more 
than 1,000 
contestants for 
the soft drink 
company’s up- 
coming adver- 
tising and pro- 
motion drive. 
For research- 
ers, this 115- 
lb. volume is 
distributed in 
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The South—Problem 
Or Opportunity? 


by 
John Pepper 

and 
Bert Ferguson i 
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Does it actually cost you more 
to get sales in the South? Is it 
really a difficult area for your sales 
organization? Then—is it possible 
that you may have been missing 
the key to the whole problem? 


DECISIVE ELEMENT 


Here is an important factor 
which until recently has been 
overlooked. It’s the size and pur- 
chasing power of the Negro mar- 
ket. For instance 40 percent of the 
Memphis trading area is Negro. It 
had never been directly reached 
until our radio station WDIA be- 
came the first to program exclu- 
sively for this “Golden Market.” 


CUSTOMER CONCENTRATION 


In our WDIA coverage area are 
1,230,724 Negroes—more than in 
Chicago, more than in Los Ange- 
les, Cleveland or Baltimore—ac- 
tually close to 10 percent of the 
Negro population of America! 
WDIA dominates this area as the 
only 50,000-watt station in Mem- 
phis. It uses only Negro voices and 
music, in an approach these list- 
eners understand, enjoy and re- 
spond to. That’s what put WDIA 
at the top of Hooper and Pulse 
ratings in Memphis—and keeps it 
there! 


THEY SPEND 80%, 


Still another consideration is the 
fact that these folks spend 80 per- 
cent of their income on consumer 
goods and services. Records show 
that 64.8 percent of all flour sold 
in Memphis is bought by Negroes 
... 56.6 percent of all bleaches .. . 
60 percent of all chest rubs. That 
makes one reason why we have 
success stories by the dozen at 
WDIA! We can tell you about 


Esso, Pet Milk, Budweiser, Max- 
well House, Halo, Ford, Bromo 
Quinine, Lydia Pinkham, Wild- 
root, NU-Maid and Continental 
Trailways. 


But we'd rather tell you about 
proof of performance in your own 
line. Won’t you write and let us 
know what special products you’re 
interested in? We'll promptly send 
you factual information on how 
WDIA's powerful advantages turn 
problems into profits. 


WDIA is represented nationally 
by the John E. Pearson Company. 
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Commercial Manager 


National Nielsen Ranking of Radio Shows 


Two Weeks Ending Sept. 10, 1955 
All figures copyright by A. C. Nielsen Co. 


U.S. radio homes. 


Current Homes* 
Rank Program (000) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (547) 
1 Dragnet (Chesterfield, NBC) .........-cc.sseccsessessusssesseessseesssuesssusessnecenensonenes 1619 
2 I  _sicnonsnnensccovecanaunostont 1,572 
3 Best of Groucho (DeSoto-Plymouth, NBC) 0000... oo cccccccosseveseeeseerenes 1,526 
4 Pcople Are Funny (Paper-Mate, NBC) 000 oo ccccceeneneseseeneners 1,434 
5 Godfrey's Scouts (CBS Columbia, CBS) o.oo occcccccsesesnesesnessenseens 1,295 
6 Two for the Money (P. Lorillard, CBS) oo. oc cccccsescsnenseseneneneens 1,202 
7 Gene Autry Show (Wm. Wrigley Jr. Co., CBS) .o.....cccc.ccscvesessssvessnsnesens 1,110 
8 Our Miss Brooks (American Home Products, CBS) ...............-..c0c-000 1,064 
9 True Detective Mysteries (Participating, Mutual) ..................0-00 1,017 
10 News from NBC (Brown & Williamson, Wed., NBC) ............0..00000-- 925 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (647) 
1 Lowell Thomas (Delco Batteries, CBS) ..............cccccccccccccscsescsnenenneneeeeseenes 1,110 
2 News of the World (Miles Labs., NBC) ...........0.00.ccccccscsssceseseseeneeeseeeees 1,064 
3 ena ee cosvdasesoccebiccosoneccsece 1,064 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,249) 
1 Our Gal, Sunday (Procter & Gamble, CBS) .o.....0..o.ooccccccccceccecesceseenenee 2,220 
2 Guiding Light (Procter & Gamble, CBS) .o........ccccccccccccccceseceeseesceeeeeeeees 2,173 
3 Helen Trent (General Foods, Tomi, CBS) ...........cccccccccccesscessceesseeeeseees 2,127 
4 ENS SS 2,127 
5 ora. .ccescerccserscccsvessecevene 2,127 
6 Road of Life (Procter & Gamble, CBS) ...........cccccccccccccscesseeeeseees Pe 2,127 
7 Young Dr. Malone (Sleep-Eze, Tomi, CBS) ...............ccccccesceseeeeeeeeeee 2,081 
8 . Cie Parmn Crrmctar GB Gemee COS) oon o5i icici c cc... ccccccsceccscniee..c......... 2,081 
9 Perry Mason (Procter & Gamble, CBS) ..............cccccccccesseeseeseessessseeeees 1,988 
10 This is Nora Droke (Bristol-Myers, CBS) ...........ccccccccccccscscessesseeesseseeseees 1,942 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (462) 
1 Adventures of Rin Tin Tin (National Biscuit, Mutual) ..................0.00. 1,017 
2 Woolworth Hour (F. W. Woolworth Co., CBS) ooocccccccccccccsssceccceeeeeeseeee 879 
3 I I hela Eni ch odacd ceseiceesenccceveessoseseccccesce 647 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (601) 
1 RGSS “CHUUNIN, Meo os cc asassecsoncacnedbevecenececs 1,757 
2 ne i NC et ecasvcnoconcecctsesbsccnovese 1,202 
3 Allan Jackson—News (Chevrolet, CBS, 12) .......ccccccccccccceseesscsseeeeeeeeees 1,110 


* Percentage of homes reached (‘Nielsen-Rating”) may be determined by comparing 
the total number of homes reached with 46,244,000, the 1955 Nielsen estimate of total 


Oxford Press Will Promote 
Bibles for Christmas 


Oxford University Press, New 
York, will kick off a campaign to 
aid dealers in selling more Bibles 
as Christmas gifts with a junior 
color page in the Dec. 3 issue of 
The Saturday Evening Post. The 
ad will feature the new Sheldon 
Bible, King James version in a 
new type face and new study aids. 


The Post ad will be reproduced 
on counter cards and offered free 
with another display piece describ- 
ing the workmanship of the Oxford 
Bible. In addition, page ads will be 
run in 23 religious papers and mag- 
azines twice, once in the late fall 
and again in December. Denhard 
& Stewart Inc., New York, is the 
agency. 


Keveson to Doherty, Cliftord 

Peter Keveson, formerly v.p. 
and tv-radio copy chief at Lennen 
& Newell, has joined Doherty, 
Clifford, Steers & Shenfield, New 
York, as director of tv-radio com- 
mercial copy. Lennen & Newell no 
longer has an over-all tv-radio 
copy head—instead there are copy 
chiefs on each account. 


Nielsen Adds Five Stations 


Crosley Broadcasting Corp., Cin- 
cinnati, has subscribed to Nielsen 
Station Index reports of A. C. Niel- 
sen Co., Chicago. The total of sta- 
tion contracts for NSI now is 110. 
The five new subscribers are WLW 
and WLW-T, Cincinnati, WLW-C, 
Columbus, WLW-D, Dayton, and 
WLW-.-A, Atlanta. 
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Advertising Age, October 24, 1955 


Graham Cross 


Mennen Jr. 


Kazmaier Strauss 


“PUBLIC” PRESS PREVIEW—The public previewed Mennen’s first wom- 
en’s product, Skin Magic, right along with the press at a press 
luncheon televised over the Virginia Graham “Food for Thought” 
show (WABD-DuMont) Sept. 30. Photographed here during the 
televised 30-minute accolade to Skin Magic are Hostess Graham; 
Christopher Cross, publicity-promotion director of Grey Advertis- 
ing; William Mennen Jr., exec. v.p. of Mennen; Martin Kazmaier, 
Mennen’s chief chemist; and Herbert Strauss, Grey v.p. and account 
supervisor of Mennen. 


Food Brokers Agree | 


to End Pacts Banning) 
Competitive Soliciting | 


WaAsHINGTON, Oct. 18—National 
Food Brokers Assn. has accepted 
a Federal Trade Commission con- 
sent order which prohibits mem- 
bers from agreeing not to solicit 
accounts already represented by 
another food broker. 


The order closes a case which 
started in June, when the commis- 
sion issued a complaint against the 
association and its 1,750 members. 
No hearings were held. 


Watson Rogers, president of the 
association, said the sole issue in- 
volved was whether two or more 
members of the association had 
agreed not to solicit a manufactur- 
er or processor where that manu- 
facturer or processor was already 
represented by a food broker. 


® He said FTC has no objection 
to a section of the association’s 
code of ethics which condemns un- 
fair methods or tactics in solicita- 
tion of accounts already rep- 
resented. 


“FTC’s charge was that in actual 
practice some members condemned 
all solicitations of one another’s 
accounts.” 

He said the association decided 
not to litigate, because, “as we see 
it, the order merely requires us to 
do what we have been trying to do 
anyway.” 


6th in Food Sales 

11th in General Merchandise 
6th in Furniture-Household 
5th in Automotive 
6th in Drugs 


CORPUS CHRISTI 
Rit Abi 


Percent Gain 1945-54 
EFFECTIVE BUYING INCOME 
-NOW $328,730,000— 


16th in Population Gain—NOW 211,500 
10th in Retail Sales—NOW $232,223,000 


CIRCULATION 


(Figures courtesy of Sales Management) 


~ 


6 mos. ending Mar. 31, 1955 


Texas Harte-Hanks Newspapers 


National City Building, Dallas 
Chicago 
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91,527 


ABC Publishers Statement 
Represented nationally by 


Headquarters: 


Adwertising 


Atlanta New York 


Serves 
The Paper Market 


Every issue of Advertising Re- 
quirements covers new develop- 
ments in paper, answers to paper 
problems, new uses for paper and 
all the basic paper information of 
importance to advertising men. 
Following is a partial list of AR 
articles published just this year 
on paper : 


“Selecting The Right Paper 
For The Job”’ 
“Greaseproof—The Wonder 
Papers For Packaging” 
“What's New in Magazine 
Inserts” 
“What Admen Should Know 
About Paper For Offset’ 
“Paper Progress” 
“Changes in Paper Qualities 
And Characteristics” 
“Proof Positive For Printing 
On Foil” 
... and many others. 


Sells 
The Paper Market 


Paper manuuicturers, processors 
and distributors have found a 
unique market among AR’s 21,000 
jollowers. Consequently AR pub- 
lishes more paper advertising per 
issue than any other advertising 
publication. Following are just a 
few : 

Appleton Coated Paper Co. 
American Writing Paper Corp. 
Strathmore Paper Co. 

Oxford Paper Co. 

Champion Paper & Fibre Co. 
Rising Paper Co. 

Sorg Paper Co. 

The Beckett Paper Co. 

Gilbert Paper Co. 

St. Regis Paper Co. 

West Virginia Pulp & Paper Co. 
Neenah Paper Co. 

Millers Falls Paper Co. 
Hammermill Paper Co. 
Northwest Paper Co. 


(Complete list on request) 


Whether paper is your problem 
or your product—turn to AR for 
results. 
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Bolte 


Fleming 


AGENCY BRASS—At the annual eastern conference of the American Assn. of Adver- 
tising Agencies, AA’s photographer caught these samples of agency management men: 
Shortly before the account management session kicked off, Brown Bolte, exec. v.p. of 
Benton & Bowles, was deep in conversation with C. James Fleming Jr., senior v.p. of 
Compton Advertising, a speaker; Hugo Wagenseil, president of Hugo Wagenseil & As- 


Lewin Wagoenseil 


Weiss 


president of Sul 


People Buy for 
‘Complicated’ 
Reasons: Politz 


(Continued from Page 1) 


cal causes” behind consumer be- 
havior. 


® “For example,” he said, “to de- 
scribe the causes that lead to the 
purchase of Coca-Cola, it would 
be necessary to refer to the taste 
of Coca-Cola, to the taste of other 
drinks, to the consumer’s previous 
exposure to Coca-Cola, to the con- 
sumer’s exposure to other drinks, 
to the price of Coca-Cola, to the 
price of competitive drinks, to the 
color of Coke and the color of com- 
peting drinks, to the convenience 
of obtaining the various drinks, 
and to the convenience of bottle 
size with respect to carrying, stor- 
ing and serving the liquid. 

“These variables by no means 
exhaust the list, but do serve to 
indicate the complexity of cause- 
effect relationships.” 


® A study confined to consumers’ 
motives thus “deals with only one 
segment of the entire problem,” 
he added. 

Mr. Politz suggested that the 
current popularity of “so-called 
motivation research” is due largely 
to “popular misconceptions sur- 
rounding its meaning and func- 
tions.” 

He questioned whether the “con- 
fused activities subsumed by the 
term, ‘motivation research,’ ” have 
any right to be called “research.” 

They may have legitimacy, he 
conceded, “as a hypotheses-gather- 
ing procedure’”’—as a means of un- 
earthing hunches. “However, we 
must be aware of the fact that the 
actual test of hypotheses is the re- 
search,” he said. 

Mr. Politz pointed out that in the 
world of science, the word, “re- 
search,” has a very definite mean- 
ing. “Among other things,” he said, 
“it includes the testing of hypothe- 
ses. As we know, a hypothesis is 
nothing more than a well-formu- 
lated hunch or idea; its formulation 
requires imagination. To be a suc- 
cessful researcher, it is necessary 
to be creative. 


= “Yet, there seems to be preva- 
lent a supposition that the analyti- 
cal mind and the creative mind are 
basically different. Closely allied 
with this idea is the belief that 
science is more analytical than 
creative. In reality, all scientific 
progress is characterized by crea- 
tiveness and imagination. 

“Analysis is a secondary func- 
tion which can take place only if 
there are concepts to be analyzed. 
However, unless we have the an- 
alysis, we lack the research. Unless 
we measure, we lack research. An 
untested hunch remains a hunch, 
an opinion.” 


In relegating motivation re- 


searchers to the hunch-discovery | 
field, Mr. Politz tossed them this | 
sop: “One can perform a very use- | 
ful function in marketing by hav- 
ing enough imagination to advance 
promotional ideas. But not every- 
thing that is good has to be called 
‘research.’ ”’ 


® Mr. Politz said the term, “moti- 
vation research,” came about 
through the use of various clinical 
projective techniques; however, he 
said that to give such a name “to 
an instrument which, at best, con- 
tributes to comsumer research is 
analagous to adding a new instru- 
ment to a symphony orchestra and 
then labeling this instrument, ‘mu- 
sic.’ Such a label would, of course, 
create confusion.” 

Continuing his argument, Mr. 
Politz said “so-called motivation 
research” has gained “an aura of 
scientific credibility” through the 
use of projective techniques and 
psychological terminology. 

“However, psychologists them- 
selves are well aware of the low 
validity of these techniques,” Mr. 
Politz pointed out. “Many experi- 
ments have been conducted and 
have been documented in the 
scientific literature which indicate 
that these techniques in themselves 
have severe limitations for diag- 
nostic or predictive purposes.” 


® Mr. Politz also challenged the 
motivation researchers on the 
depth interview. He stated that the 
depth interview is not really a 
projective technique. “It may util- 
ize projective techniques to glean 
information from the respondent,” 
he explained, “but, in and of it- 
self, it is nothing more than an in- 
formal, semi-directive interview 
procedure.” 

The use of the word, “depth,” he 
said, implies the tapping of the un- 
conscious for hidden motives, but 
he pointed out that such suppressed 
forces could not be brought to the 
surface in the course of an ordi- 
nary interview. 

“Consequently,” Mr. Politz con- 
cluded, “the interview had no 
depth. The responses elicited, 
either directly or by subterfuge, 
are, in the accepted sense of the 
word, conscious responses. If one 
insists on the use of the word 
‘depth,’ then it would be more cor- 
rect to speak of depth interpreta- 
tion rather than depth interview.” 


@ Mr. Politz said he was making 
this “seemingly minor termino- 
logical point” because of claims by 
motivation researchers that inter- 
viewing must be done by trained 
psychologists. Actually, he added, 
it was disclosed recently that some 
motivation research outfits have 
been using as interviewers not 
psychologists, but unemployed ac- 
tors. 

Mr. Politz commented that he 
had nothing against the use of ac- 
tors as interviewers—in fact, he 
thought they might prove to be 


in the academic sense of the word.” 
Mr. Politz told the conference 
that “there would be no quarrel 
today if the use of projective 
techniques in consumer research 
had been referred to as hypothesis 
hunting, or hunch gathering.” Such 
techniques can be useful in re- 
search, he said, “but not every- 
thing that is useful is science.” 


® Can the American standard of 
living, already at a record high 
level, be raised another 50% in the 
next 10 years? 

It certainly can, according to 
Arno H. Johnson, v.p. and research 
director of J. Walter Thompson Co. 
and an old hand at “blue sky” 
prognostication. 

Mr. Johnson told the conference 
that sales of consumer goods and 
services must be increased “by at 
least 50%” if the country is to 
reach the 1965 production goal of 
$500 billion set by President Eisen- 
hower in his last Economic Report 
to Congress. The current gross na- 
tional product is $375 billion. 

“Such an increase in living 
standards is perfectly possible,” 
said Mr. Johnson, provided busi- 
ness gears itself now to serving 
these rapidly expanding markets. 

The J. Walter Thompson execu- 
tive said that by 1960 nearly 24,- 
000,000 families may have moved 
upwards to join the 12,000,000 now 
earning above $4,000 a year. How- 
ever, he warned that “their move- 
ment upward in purchasing power 
does not mean they will automatic- 
ally take on the same desires, be- 
liefs and standards of living of the 
income groups into which they 
have moved.” 

Mr. Johnson said the growth in 
market opportunities calls for re- 
examination of sales plans and ad- 
vertising budgets to see if they are 
adequate for the job. “Formulas 
based on past relationships of sell- 
ing and advertising to sales may no 
longer be realistic,” he suggested. 

Mr. Johnson pointed out that an- 
nual advertising pressure per cap- 
ita increased from $16 in 1940 to 
$38 in 1950 and to $53 in 1955. He 
said the ad pressure on the indi- 
vidual will be even greater in the 
years to come. 


® The role of “electronics in the 
world of progress” was presented 
to the conference by W. R. G. 
Baker, v.p. and general manager 
of the electronics division of Gen- 
eral Electric. 

Dr. Baker said the prospect of a 
$500 billion GNP “is stimulating,” 
but he cautioned his listeners not 
to accept the view that “all elec- 
tronic products are so new and so 
vital they sell themselves.” 

He explained that the problem 
of the electronics industry is not 
merely to come up with new prod- 
ucts—that can be done—but to de- 
velop products in conjunction with 
sound marketing plans so that the 
goods can be sold. 

“There is no need to create new 
goods and new services,” Dr. Baker 


very good—but he does object to 
the “conveyance of the impression 


'pointed out, “unless we can trans- 
late these innovations into cus- 


that all interviewers used in moti- tomer sales.” 


vation research are psychologists 


The electronics industry gains 


Houston 
sociates, Dayton, with two Lewin, Williams & Saylor executives—A. W. Lewin, pres- 
ident, and Sidney Matthew Weiss, exec. v.p.; Bryan Houston, president of Bryan 
Houston Inc., and H. Victor Grohmann, president of Needham & Grohmann, both New 
York; Walter Swertfager, senior v.p. of Lennen & Newell, and Raymond F. Sullivan, 


Grohmann 


livan, Stauffer, Colwell & Bayles. 


(Continued from Page 1) 
but advertising volume went up 
6%. “That unprecedented expan- 
sion of advertising in the face of 
sales decline played a key role in 
making last year’s recession one 
of the mildest on record.” 

The McGraw-Hill economist, in 
predicting a 55% growth for the 
whole economy in 15 years, said 
that some industries and some 
types of consumer expenditure 
would double that rate of growth. 
He predicted that the aluminum 
industry, for example, would have 
a 140% rate of growth; instru- 
ments and controls, 130%; chemi- 
cals, 130%, and electrical appara- 
tus, 100%. 

Consumer expenditures which 
will grow 100% or more, he said, 
include travel and_ recreation, 
200%; education, 200%; housing, 


150%; house furnishings, 150%; 
gas and oil, 125%, and medical 
care 100%. 


® Prof. David M. Potter of Yale 
told the closing session of the con- 
ference that advertising has a 
function in modern society that 
is growing in importance, “com- 
parable, at least in degree, to such 
other major institutions for the 
formation of values as the school 
and the church.” 

He urged scholars to give more 
recognition to the importance of 
“this relatively new institution” 
of advertising. It has seemed, he 
said, “that historians and other 
students of institutions, by their 


Swertfager Sullivan 


Ad Industry Duty: Keep Demand High 
and Economy Humming, Keezer Says 


disregard of advertising, were 
scandalously neglecting one of the 
major forces of our time.” 

While underscoring the impor- 
tance of advertising, Prof. Potter 
also emphasized its “great over-all 
responsibility apart from the spe- 
cific responsibility of the specific 
ad to promote the specific prod- 
uct.” 

“Advertising,” he said, “carries 
on its shoulders a vast social re- 
sponsibility. Those who plan the 
advertising campaigns are, in the 
last analysis, the ones who domi- 
nate the media. 


= “And when a campaign is 
planned, its effects cannot be 
measured by the earnings and sales 
reports of the company whose 
product is being promoted, but 
must be measured also as a part of 
the total impact of advertising 
upon the values of the American 
people—their attitudes and their 
ideals of the good life.” 

This responsibility, 
ued, is a positive one. 

“It cannot be met by such nega- 
tive measures as regulation and 
control. As Justice Brandeis used 
to insist, it is not possible to create 
efficiency by regulation, and I 
think he would have said with 
equal emphasis, you cannot regu- 
late a sense of responsibility.” 

He said that the way social and 
economic responsibilities of adver- 
tising will be met in the future will 
depend largely on the leaders in 
the industry itself. 


he contin- 


nothing, he said, by marketing 
products at prices “far in excess of 
the consumer’s ability to pay.” 

Dr. Baker also held out the pos- 
sibility that some day electronics 
will be of use in measuring con- 
sumer motivation. “Instead of un- 
wieldy test market procedures,” he 
explained, “it may be possible to 
establish formulas of probability 
through which electronic comput- 
ers could determine motivation as 
affected by price, styling and other 
considerations.” 

Electronics may also help to pro- 
duce “media far more dynamic and 
more persuasive than those we 
now know,” he said. 


® In concluding, Dr. Baker issued 
a stern warning to retailers who 
are not prepared to support na- 
tional brands. The warning, in es- 
sence, was: “You can be replaced.” 

He pointed out that it isn’t be- 
yond the realm of possibility for 
small electronic products to be 
sold through vending machines. 
“These are things to be consid- 


measure up to their task of devel- 
oping proper customer relation- 
ship. ..Any retailer who doesn’t do 
the selling job he is intended to do 
isn’t entitled to participate in mer- 
chandise mark-ups...Anyone can 
\seli price—even a vending ma- 


ered,” he said, “if dealers fail to) 


|chine.” 

The great growth of the vending 
industry was pointed up by anoth- 
er speaker, Robert Z. Greene, pres- 
ident of the Rowe Corp., a leading 
maker of vending machines. 

Mr. Greene told the conference 
that the automatic merchandising 
industry has expanded by 300% in 
a decade and now encompasses 4,- 
700 companies doing an annual 
‘business of $1.7 billion. 

Four men were honored by elec- 
tion to the Hall of Fame in Dis- 
tribution: Paul S. Armstrong, gen- 
eral manager, Sunkist Growers; 
Henry Dreyfuss, industrial design- 
er; Lewis Gruber, v.p. and director 
of sales, P. Lorillard Co., and 
Clarence B. Randall, chairman, In- 
land Steel Co. 


Hodgson Named Executive 
Editor on Two Papers 

Dick Hodgson, who has been 
managing editor of Advertising 
Requirements, has been named ex- 
ecutive editor of that publication 
}and of Industrial Marketing, both 
published by Advertising Publica- 
tions Inc., Chicago. 

Bert Enos, formerly associate 


editor of Advertising Require- 
ments, has been advanced to man- 
aging editor of that publication. 
Merle Kingman continues as man- 
aging editor of IM. 


ce \ cay Te. Sadat 
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Four A’s Audience Gets Choice: Motivation 
Research Is ‘Misunderstood’ or ‘Gimmicky’ 


(Continued from Page 3) | ssaptier of educational materials 
emphasized that it is not true that for testing doesn’t supply any form 
“any research is better than no re- of projective test. 

search,” arguing that poor research | He said he feels advertisers are 
can “hinder people in the practice making use of learning principles 
of their common sense.” He ex-|but that their use is “hunchy and 
hibited skepticism about Rorschach |on a hit-or-miss basis.” And he 
tests and reported that a major advocated industrial or commercial 
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Warwick Typographers 
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OVERNIGHT BY AIR FROM MOST OF THE UNITED STATES 


grants to develop the basic infor- | 
mation on somewhat the same | 
basis as grants in the physical | 
sciences are now made. He made} 
one firm point: “Our standards | 
must not be so high that they keep 
us from acting at all.” 


® G. Maxwell Ule, v.p. and direc- 
tor of research, Kenyon & Eck- 
hardt, went to bat for the Adver- 
tising Research Foundation at 
Tuesday’s media session. He de- 
scribed the volunteer ARF re- 
searchers as a group of “quiet 
fanatics” who are providing the es- 
sential dynamics or motivating 
force “which is gradually produc- 
ing a revolution in our industry.” 

Outlining some of the media re- 
search projects undertaken by 
ARF, Mr. Ule reported that the 
foundation is making “real prog- 
ress” toward the establishment of 
standards of practice in the re- 
search business. 

He warned media research di- 
rectors that the ad industry “can 
no longer tolerate hucksters.” Mr. 
Ule said: “The stakes are too high. 
Decisions based upon poor and 
faulty research mean millions 
poured down a drain. Who can af- 
ford such self-indulgence? There is 
no justification for this kind of 
waste. There is no room for prac- 
tices smacking of that ill-conceived 
philosophy, ‘Let the buyer be- 
ware.’ ” 


@ While Mr. Ule talked fondly of 
the day when agency time buyers 
will be able to trust media research 
reports, another speaker empha- 
sized that this day is certainly not 
now. “Let the buyer beware” was 
precisely the advice given to time 
buyers by Edward MacDonald, 
manager of media research, Young 
& Rubicam. 

In a 60-minute slide presenta- 
tion, which he seemed to enjoy 
thoroughly, Mr. MacDonald gavea 
devastating critique of media re- 
search practices, showing particu- 
larly how adept magazines are in 
manipulating figures to their own 
advantage. Mr. MacDonald got his 
biggest laugh when he showed how 
a trends chart put out by a “sports 
magazine” was actually “nothing 
more than a figment of an artist’s 
imagination.” 


® Mr. MacDonald said that Y&R, 
faced with the “distortions, twists 
and fuzziness” of media research 
studies, has set up the following 
program: 

1. Take everything with a “grain 
of salt.” 

2. Before a research study gets to 
time buyers, it must go to the 
media research department for 
screening. 

3. Media research evaluates the 
study for the media department, 
summarizing the highlights and in- 
dicating its shortcomings. 

4. Studies are evaluated against 
the standards set forth in ARF’s 
“Criteria for Marketing and Ad- 
vertising Research.” 

5. Media representatives are in- 
vited to come to Y&R in advance 
to discuss contemplated research 
projects. 

6. Y&R does research of its own 
in a number of areas. 


a “Advertising agencies are on the 
way out and merchandising agen- 
cies are on the way up; that is, 
advertising agencies are on the 
way out, or on the way to becom- 
ing merchandising agencies,” Ken 
Laird, president of Tatham-Laird, 
Chicago, told the marketing mer- 
chandising workshop. 

Mr. Laird said the most common 
reason for agencies getting fired 
is because the client’s sales go 
down. 

He cited an agency that turned 
out prize-winning ads for its cli- 
jent, but the client’s sales kept 
spiraling down, due to other, non- 
advertising factors, about which 
the agency did nothing. Eventually 


S. KIRK MILLSPAUGH has been named 
advertising manager of Samuel 
Kirk & Son, Baltimore maker of 
sterling silver. Mr. Millspaugh suc- 
ceeds Frank B. Marshall, who is 
now promotion manager of Barton- 
Cotton Inc., Baltimore. 


the agency was fired. 

Mr. Laird maintained that this 
agency could and should have pro- 
vided merchandising leadership 
that helped to identify the com- 
pany’s weakness before it was too 
late. 


e Another reason for the trend 
toward merchandising agencies is 
the changing character of corpora- 
tion management, Mr. Laird said. 
The typical big company, built and 
largely controlled by a dynamic 
empire builder, is going, and in its 
place is the big company, operated 
by hired management, which does 
not own 51% of the stock but 
which needs bolstering and outside 
help, including the aid of a mer- 
chandising specialist. 

Mr. Laird summed up: “The 
primary reason that the merchan- 
dising agencies are winning the 
competitive race is that, backed by 
copywriters, art directors, commer- 
cial writers and producers with a 
bigger reservoir of information 
about the product and its pros- 
pects and a greater understanding 
of the client’s sales problem, the 
merchandising agency is simply 
turning out better ads.” 


a Presenting the manufacturers’ 
viewpoint on marketing and mer- 
chandising, Norman C. Owen, v.p. 
in charge of distribution, Zenith 
Radio Corp., supported Mr. Laird’s 
premise that because many cor- 
porations have outgrown their 
original entrepreneur ownerships, 
the service agencies have become 
necessary to business. 

However, Mr. Owen stressed that 
before an agency tries to sell these 
additional services, it should do 
some research of its own market— 
that is the client. Management, he 
said, needs and wants the scientific 
approach to marketing and mer- 
chandising, but it also wants to be 
sold on the need for it. 

Three’ important areas where 
manufacturers need help, accord- 
ing to Mr. Owen, are better tools 
for better forecasting, more market 
research to show when and where 
goods can be sold, and help in set- 
ting up practical product diversifi- 
cation programs for long-range ex- 
pansion. 


a Hal Webber, v.p. of Foote, Cone 
& Belding, Chicago, told admen at 
the research workshop that a goal 
for better agency research is to 
have agency researchers get out of 
the research business and into the 
agency business. 

Mr. Webber said that “research 
has developed rapidly as an im- 
portant function of the advertising 
agency business, but it will never 
measure up to its ultimate poten- 
tial until the people who perform 
it become more skillful communi- 
cators.” 

Research as a specialty, he said, 


must not be viewed as an end in 
itself, and research people can be 
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and are becoming the synthesizers, 
the analysts and interpreters need- 


ed for this broader work. 


“Research can lift itself,” he 
said, “from the status of the tech- 
nician to that of a full partner in 
planning.” 


ws In the copy and art session, 
Horace Schwerin, president of 
Schwerin Research Corp., said he 
could discern a trend toward tv 
commercials “which are more ef- 
fective sales-wise and less offen- 
sive to viewers.” 

He said that while actual dem- 
onstration commercials get high 
believability, “there is a whole 
category of what have been termed 
‘mood commercials,’ many of 
which are highly effective.” These 
commercials don’t achieve high re- 
membrance, he said, but people go 
into the stores and ask for the 
product. 

He cautioned creative people 
against indiscriminate use of such 
yardsticks for measuring commer- 
cial effectiveness as the number of 
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M.B. Skinner Co. 
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competitively... 


1 «> 
REPAIR BROKEN MAINS 
in 15 MINUTES! 


OBJECTIVE: 

To sell gas and water company 
officials on purchasing Skinner 
clamps rather than the clamps of 
a competitor. 


SCHEDULE: 
Two-color pages in four business 
publications. 


RESULTS: 

“The past year, 1954, during which 
these advertisements appeared, set 
a new sales record for the articles 
advertised for all time. The in- 
crease over '53 averaged 22%.” 


AGENCY: 
Jones & Taylor and Associates. 
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ideas remembered by members of 
the audience. 


a A panel on “What the Reader’s 
Digest Is Learning About Advertis- 
ing and Vice Versa” featured Al- 
bert L. Cole, general manager of 
the magazine; Fred Thompson Jr., 
advertising manager; Reginald 
Clough, sales development execu- 
tive, and Kenneth W. Payne, exec- 
utive editor. 

Mr. Thompson said the appear- 
ance of advertising in the Digest 
has not hurt its newsstand sales. 
He added that 32 subscriptions 
were cancelled and another eight 
were not renewed after advertis- 
ing appeared. These, he said, were 
out of some 8,000,000 subscrip- 
tions to the magazine. 


SKIATRON, CBS 
DEBATE TOLL TV 


New York, Oct. 19—The tv- 
radio programming session of the 
eastern conference of the American 
Assn. of Advertising Agencies was 
sparked by a lively debate on toll 
television. 

Spokesman for the pro side was 
James M. Landis, of Landis, Taylor 
& Scott, counsel for Skiatron Corp. 
The opposing point of view was 
represented by Sidney Kaye, of 
Rosenman, Goldmark, Colin & 
Kaye, counsel for the Columbia 
Broadcasting System. 

Asserting that the opponents of 
subscription television have done a 
great deal to foster misunderstand- 
ing of the issue, Mr. Landis said 
toll tv is not trying to barge in on 
the province of television as it is 
now constituted. He said Skiatron 
proposes to utilize channels which 
are not now being used fully—or 
in some cases, not at all. 

Mr. Landis sloughed off movie 
objections to the new entertain- 
ment medium as being too obvious 
for comment. He attributed the op- 
position of the tv networks to their 
fear of competition. 


= Mr. Kaye snapped right back 
with the assertion that toll tv does 
so want to barge in on what the 
American public has been getting 
for free. He pointed out that Mr. 
Landis’ client is the only one of 
the would-be toll tv operators who 
has suggested that pay video’s use 
be confined to a particular group 
of stations. And Skiatron suggests 
that the limitation be for a three 


year period, he added. 

“You people in this room know | 
that stars like Gleason, producers 
like Screen Gems and agents like | 
MCA will prefer to go where the 
most money can be made,” Mr. 
Kaye told the agency men. He said 
there is already enough money and | 
prestige offered by the tv industry 
to attract the best brains and talent 
in the entertainment field. 

Tv sponsors, the CBS lawyer 
said, would be adversely affected 
by toll tv, because it would prevent | 
their getting time clearances on 
some stations, siphon off top talent 
and programs and reduce their au- 
diences. 


® Earlier there had been another 
—though less spirited—difference 
of opinion concerning the future of 
radio. Robert Sarnoff, exec. v.p. of 
the National Broadcasting Co., ad- 
vocated a switch to unorthodox 
patterns to stir up excitement and 
create flexibility, while Howard G. 
Barnes, program v.p. for CBS Ra-| 
dio, said network radio should stick 
to the proven formula of big star 
shows at regularly scheduled times. 

Network radio faces the problem 
of reselling itself to advertisers 
and agencies, and NBC’s way of 
doing this is to switch to forms of 
the “Monitor” type, that will de-| 
liver big national circulation on a 


cumulative basis, Mr. Sarnoff said. | 


He called opposition to these efforts 
to keep the business lively “very 
short-sighted.” 

“We think that the redevelop- 
ment of a strong network service 


‘is important to all of radio and to 


everybody concerned with it. That 
includes the public, advertisers, 
stations and spot reps too. Without 
the national networks, radio would 
shrink to a series of local serv- 
ices,” he said. 


= “The values of the medium to 
the national advertisers would 
wither away,” he said. “The whole 
national spot structure would go 
down fast. And the system would 
be able to support only a fraction 
of the stations now in operation. 
The public would be the loser, and 
the country would be deprived of 
its basic system of instantaneous 
communication to all of the people. 

“On the other hand, if the net- 
work can develop modernized serv- 
ices to produce the revenues 


needed, the radio medium as a 
whole can begin spiraling upward 
again with more network business 
stimulating more station business 
—and more in it for everybody. 
And all it takes to make all net- 
work radio healthy and vigorous 


is net time sales amounting to 
about 1% of the total annual ad- 
'vertising expenditure in this coun- 
try,” Mr. Sarnoff said. 


|= CBS Radio’s representative said 
he was constantly being asked for 
Columbia’s answer to the new net- 
work ventures of its competition. 
“We don’t have to answer the 
‘concepts of the other networks,” 
‘he said. “Our shows have the rat- 
ings, and we have the billings. 
These new concepts are their an- 
swers to that,” Mr. Barnes said. 


Contrary to “theories expressed | of getting them, he continued. He 
in other quarters,” 30 years of ex- added that radio’s audience de- 
perience shows that listeners want mands more than music and news 
to know when they can tune in and wants to get entertainment as 


‘their favorite shows and be sure well as service information. 


TOOLS THAT ‘TALK’ 


Unusval, practical performers for 
your next promotional plan. For 
gift, premium, or dealer-loader, 
these will sell YOUR client's 
product. 
FOOD MIZER*. A new, fresh and 
frozen food device that saves food 
. stretches food budgets. (Let 
us tell you how.) 


KLEVER KLEEVER*. A_ handy 
kitchen aid . . . The sportsman's 
friend. Saves steps . . . time 


. temper 


THE DELSAM COMPANY 
Box 1827, Wilmington, Del. 
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Early this summer, TV GUIDE announced a circulation base of 3,000,000, to be 
effective October 1. Before that date arrived, TV GUIDE’s rocketing sales left the 
new base far behind. 
With the weekly issue of September 24, TV GUIDE’s circulation stood at 
3,407,000—over 400,000 copies in excess of the base figure. Coming at the very 
beginning of television’s greatest season, the September 24 sale presages another 
year of record breaking circulation gains for TV GUIDE. 


TV GUIDE’s circulation growth is unparalleled in the history of magazines. 
Latest estimates show gains of 1,000,000 over the same issues one year ago... 
gains of 1,700,000 over the same issues of two years ago. 


Advertisers in growing numbers are demonstrating their confidence in TV GUIDE. With us in 
the September 24 issue were these national advertisers: 


Sylvania 

Ford 

RCA 

Seagram-Distillers Corp. 
Pall Mall 

Ast SF. 


In TV GUIDE an advertiser can— 


Nestle’s Tums P. R. Mallory 
Dodge Oldsmobile Tampax 

Gruen Schenley Rheingold 
Anacin U. S. Steel Quaker Oats 
Slenderella Western Union Chrysler Corp. 
Paper-Mate Webster Electric Scott Paper Co. 


Run brilliant full color pages and spreads with no plate expense. 

Choose from a full range of unit sizes in black and white. 

Choose the day and the time for readership of his advertisement. 

Insert in any or all of TV GUIDE’s 38 editions, as suits his pattern of distribution. 


America’s Television Magazine 


National Advertising Office: Advertising Offices in 28 Cities Including: : 
400 N. Broad St. NEW YORK CHICAGO DETROIT 
Phila. 1, Pa. 10 Rockefeller Plaza 6N. Michigan Ave. 76 W. Adams Ave. 
Rittenhouse 6-1600 JUdson 6-4300 RAndolph 6-9470 WOodward 2-5115 
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THE 


LANDING 


STRIY 


as seen by 
JOHN BURGOYNE 


As the hog-and-hominy season 
approaches, we wish some enterpris- 
ing packer would again put up that 
golden-yellow hominy we gratefully 
munched as a small boy. We like the 
yaller kind ‘cause it’s purtier. This 
also goes for corn meal mush, while 
we're about it. 


Sipping our brown October ale, we 
reflect with no joy whatever that we 
will soon be shoveling snow. It was 
more fun, way back, when we used 
the frosty crystals to make snowballs 
for throwing at our friends and 
neighbors. 


Which brings to mind the fact that 
it’s amazing, the increasing variety 
of frozen foods available to the busy 
housewife. Everything from soup to 
shrimp, from chicken pie to Swiss 
steak. One vendor of these handy 
helps for hurried housewives had an 
idea for a new combination of tasty 
meats and vegetables, and was down- 
right interested in finding out wheth- 
er it really had the appeal he hoped 
for. Burgoyne’s panel tests in Cedar 
Rapids, Indianapolis and Peoria 
cleared the way, proving that the 
family purchasing agent thought well 
of the combination. So now the little 
lady can join another committee and 
continue to get home late, without 
making papa mad ’cause there ain’t 
no dinner. 


* * * 


Chilly weather whoops up the de- 
mand for solid food to help stoke 
the fires within. One old-reliable in 
this field is corned-beef hash, con- 
sumed with pleasure by bank-clerk 
and stevedore alike. A meat-packer 
recently developed a superior prod- 
uct, with more c.b. and less spud, 
and consulted Burgoyne to find out 
its marketing possibilities. Panel 
studies in Springfield, Tacoma and 
Toledo brought out proof of the pud- 
ding, or hash. After a proper in- 
troduction to the trade and to 
consumers, it consistently outsold the 
competition by more than 60%. You 
need to consult Burgoyne when you 
have a superior product seeking a 
market. The busy little Burgoyne 
fact-finders can put you on solid 
ground in a hurry. 


You food and drug boys, readying 
yourselves for the big push of winter 
business, need to know more about 
how Burgoyne and his merry men 
can help you through the tricky 
thickets of merchandising. Burgoyne 
does an all-around job of letting you 
know how you stand in test-markets 
areas. You need the pitch, Bur- 
goyne is ready to furnish it, so what 
are we waiting for? 


FIRST WATIOMAL BANK BLOG., CINCINMATI 2, ONTO 


Sell Public on ‘Joy’ of Taxpaying, © 
Gov. Harriman Urges Admen at Clinic 


| 


New York, Oct. 18—Details of 
how 12 advertisers are solving na- 
tional and regional problems 
through the use of radio were re- 
counted to some 500 registrants at 
the first National Radio Advertis- 
ing Clinic last week. 

They also listened to Gov. W. 
Averell Harriman, of New York, 
as he administered both a pat and 
a slap to “Madison Ave.’s influ- 
ence.” 

Sponsored by the Radio Adver- 
tising Bureau, the clinic was at- 
tended by about 300 RAB mem- 
bers from across the country, plus 
some 200 representatives from ra- 
dio advertisers and their agencies. 


® Speaking about -this country’s 
economic growth and some of the 
things that must be done to insure 
its continuance, Gov. Harriman 
said: 

“Madison Ave. seems to have 
been kicked around quite a bit 
lately. But that has been because 
it has been dabbling in politics 
in recent times and not sticking 
to economics. 

“I will not try to defend today 
Madison Ave.’s influence on po- 
litical campaigning in America. 
But I will defend its role in eco- 
nomics—it has been a spur and 
stimulant that has driven us con- 
stantly to new heights of produc- 
tion and standards of living.” 

For a future public service 
campaign, the governor suggested 
that a “satisfaction of paying tax- 
es” or a “joy” of taxation program 
might be a consideration. 


® Kenyon Brown, president of 
KWFT, presided over the first 
morning session where five ad- 
vertisers described their success- 
ful experiences in using radio ad- 
vertising. The advertisers were 
Kitchen Art Foods, maker of Py- 
O-My pie mix; Aero Mayflower 
Transit Co.; Frontier Airlines; Tex- 
as Co., and Schweppes (U.S.A.) 
Ltd. 

The final speaker, Commander 
Edward Whitehead, the bearded 
president of Schweppes, told the 
group that until recently the par- 
ent Schweppes company, which 
dates back several hundred years, 
was “an old and frankly old-fash- 
ioned company.” Until after World 
War II “our policy was, frankly, 
stuffy.” 

In the last seven years, how- 
ever, Schweppes’ business has in- 
creased by 400%, compared with 
an increase of 75% in the previous 
100 years, the commander said. 

Discussing the kind of adver- 
tising Schweppes ran in England, 
he said: “Our advertising has been 
unique in that we never men- 
tioned the name of the product 
or the name of the company.” 
But Schweppes was not fearful 
of running ads with sentences in 
them such as “Queen Elizabeth 
schwepped here.” 


® At somewhere between 45¢ and 
$1 a bottle, formerly Schweppes 
tonic water could be bought in 
the U. S. by “only the very dis- 
criminating, the very rich and 
those with very large expense ac- 
counts,” the commander declared. 

Cutting the price by roughly | 
one-third—made possible by fran- | 
chise bottlers using imported es- 
sences and ingredients—changing 
the label and still convincing old 
customers that the product was 
just as good as before, was the 
problem that faced the company 
when it entered the market here 
two years ago. 

A direct attack was decided up- 
on, which resulted in the ads 


ishowing the distinguished look- 


ing Britisher alighting from a 
plane to oversee the American 


Schweppes operation. 


The campaign “has been an 
enormous success,” the com- 
mander stated. Subsequently, his 
clipped accents were also put to 
use on radio spots, thereby mak- 
ing for a vocally real personality. 
Sales are reported increasing 
yearly “in a spectacular manner” 
and the gain is greater than ever 
was anticipated. 


® The commander had “no 
thought of involving myself as a 
model” when he came to the U. S., 
he said, but was talked into it by 
the agency, Ogilvy, Benson & 
Mather. His current feelings: 

“When something slightly un- 
welcome becomes inevitable, re- 
lax and enjoy it.” 

He stated sternly that he has 
“maintained my publicity virgin- 
ity” by turning down all offers— 
and there have been many—to en- 
dorse other products with his dis- 
tinguished countenance. 

The beard, he remarked, was 
born in 1939 at the start of World 
War II when, as a naval officer, 
he vowed never to shave until 
peace. He subsequently became 
pleased with the growth and is 
now willing to give “an hour long 
discussion” on its advantages. 


a At the Friday luncheon, awards 
of gold-plated records were given 
to eight advertisers for outstand- 
ing radio commercial campaigns. 
They were chosen by a commit- 
tee of broadcast industry leaders 
and are as follows: 

Metropolitan Life Insurance Co. 
(Young & Rubicam); National 
Carbon Co. for Eveready flash- 
lights (William Esty Co.); Coca- 
Cola Co. (D’Arcy Advertising Co.) ; 
Esso Standard Oil Co. (Marschalk 
& Pratt division, McCann-Erick- 
son); Ford Motor Co. for the Ford 
division (J. Walter Thompson 
Co.); Nestle Co. for Nescafe (Bry- 
an Houston Inc.); Piel Bros. 
(Y&R), and American Tobacco 
Co., American cigaret and cigar 
division, for Pall Mall (Sullivan, 
Stauffer, Colwell & Bayles). 


NIAA’s ‘Know’ Gives 
Tips on Building 


Product Acceptance 


New York, Oct. 18—The third 
section of “Know,” a 4-section 
handbook on industrial advertis- 
ing research prepared by the Na- 
tional Industrial Advertisers Assn., 
has just been released. 

This section deals with product 
and company acceptance and in- 
cludes eight chapters on “pinpoint- 
ing objectives, developing ques- 
tions and questionnaire, using the 
right list, mailing and returns, in- 
terviewing, tabulating and consid- 
ering the results.” 


® Chapters were written by ad- 
vertising managers, in most cases. 
They describe the purpose, tech- 
nique, results and use made of the 
study. 

The handbook (section 3 is the 
second in the series to be com- 
pleted) is being prepared by the 
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Advertising Age, October 24, 1955 


Burnett 


LOOK AT THEM—Tray of “Leo Burnett apples” goes to Richard Sulli- 


van of W. D. Lyon Co., Cedar Rapids, courtesy of Mr. Burnett and 
James G. Cominos, Needham, Louis & Brorby. It seems he was per- 


Council Four 


fect on an ad-rating test conducted by Mr. Burnett at the Central 


A’s meeting. 


Agencies Have Too Many ‘Half-Men,’ Says 
Needham in Plea for Liberal Arts Education 


Cuicaco, Oct. 18—The develop-| 
ment of “half-men, quarter-men 
and even eighth-men” in the ad- 
vertising business was a subject for 
concern at a closed session of last) 
week’s American Assn. of Adver- 
tising Agencies regional meeting 
here. 

Maurice H. Needham, board 
chairman of Needham, Louis & 
Brorby, brought up the matter in a 
discussion of how to educate men 
for leadership positions in the 
agency business. Though he didn’t 
say so, it was understood that Mr. 
Needham’s talk was a comment 
upon a proposal made by David 
Ogilvy a year ago for an advertis- 
ing university (AA, Nov. 29, ’54). 

“Speaking bluntly,” said Mr. 
Needham, “to me a eollege degree 
(if there is to be a degree) in let- 
ters and arts seems more worth 
while towards leadership in the 
agency business than a degree in 
advertising.” 


a To make his point, Mr. Needham 
turned to Robert Browning’s poem 
about Andrea del Sarto, the 
“faultless painter’ who confessed 
himself a mere “half-man” by 
comparison with his erratic con- 
temporary, Raphael. 

“Nowadays, in our world of vast 
technologies and necessary special- 
ists in dozens of fields, it often 
seems we are lucky to get a half- 
man,” Mr. Needham commented. 
“Actually, we are developing more 
quarter and eighth-men—special- 
ists—good men, useful, valuable 
men—but very few complete men.” 

Mr. Needham admitted that 
there is a need for specialists in 
the agency field. But for leader- 
ship—“I mean leadership in the 
creative aspects’—there’s a des- 
perate need for “the complete 
man,” he said. 

Mr. Needham offered some ex- 
amples of such men: Claude Hop- 
kins, who “took no short courses 
in advertising”; Ernest T. Gund- 


advertising effectiveness commit- 
tee of NIAA under the direction of 
chairman John W. DeWolf, of G. 
M. Basford Co., New York. Section | 
2, on inquiries, will soon be avail- | 
able. 


Distiller Promotes Franklyn 


Daniel P. Franklyn, formerly as- 
sistant general manager, has been 
appointed president and general 
manager of New England Distill- 
ing Co., Covington, Ky., commer- 
cial rum producer, and a Schenley 
Distillers subsidiary, to succeed the 
late Herbert Hoffheimer. | 


APPETIZER—Agency presidents Vin- 
cent R. Bliss (Earle Ludgin & Co.) 
and David Ogilvy (Ogilvy, Benson 
& Mather) mull it over just before 
Mr. Ogilvy makes a key luncheon 
address at the Central Council 


Four A’s meeting. 


iach, “scholar, chess-player, icono- 
clast”; James W. Young, who 
“trained his writers at J. Walter 
Thompson to be the whole man,” 
and Raymond Rubicam, who “pi- 
oneered in accepting the social re- 
sponsibilities of the advertising 
agency business.” 

He also praised such products of 
liberal arts education as Leo Bur- 
nett, Fairfax Cone—and David 
Ogilvy (“an outstanding example 
of what a classical education can 
do for an advertising man”). 

“The man who studies literature, 
history, philosophy and biography 
—with some _ science, too, of 
course—equips himself with the 
tools of thinking,” he concluded. 
“He faces his career with a knowl- 
edge of people that can prove in- 
valuable in leadership in the 
agency business.” 


a The developing David Ogilvy 
“brand image” got inadvertently 
brightened in yet another quarter 
when Pierre Martineau, head of 
research for the Chicago Tribune, 
addressed the regional meeting on 
the score of advertising vs. selling. 

Mr. Martineau’s attack on the 
“classic bromide” that advertising 
is salesmanship in print was de- 
livered in advance of Mr. Ogilvy’s 
plea for “long-range” instead of 
“hard-sell” advertising (AA, Oct. 
17). But their arguments were 
closely similar, though the research 
man went into more detail. 

Defining salesmanship as a pro- 
cedure of “logical and rational 
arguments essentially directed to 
the economic man,” Mr. Martineau 
declared that advertising is a fun- 
damentally different. thing, de- 
pending on communication and 
persuasion. 

“A great many people do insist 
that advertising and this narrow 
definition of salesmanship are 
identical,” he told the admen. 
“They dig out the product’s ben- 
efits, they hammer its functional 
qualities, they shout price and 
value as if these wefe the key fac- 
tors in every buying decision.” 


e According to Mr. Martineau, 
however, the value of advertising 
is that “it helps people articulate, 
puts words in their mouths, helps 
them to rationalize their irrational 
choices... Actually, not many peo- 
ple want to be involved in a maze 
of product benefits and features. 

“Perspicacious thinkers point out 
that style and obsolescence have 
replaced utility as the function of 
goods in our economy today,” he 
noted. “Then why these loud shouts 
about bargains and coupons? 

“Unless a product fits an indi- 
vidual’s self-conceptions and _ his 
notion of his style of life, you 
couldn’t give it to him for free,” 
he added. 
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Industrial Ad Growth 
Double That of All 
Ads, Four A’s Told 


New York, Oct. 18—Planning 
and pre-testing of industrial ad- 
vertising highlighted discussions of 
the industrial advertising group 
meeting here at the eastern annual 


Eastern 4 A’s Meeting 


conference of the American Assn. 
of Advertising Agencies. 
Frederick P. Harvey, account su- 
pervisor, Fuller & Smith & Ross, 
told the group that industrial ad- 
vertising is growing at twice the 
rate of advertising as a whole. 
“Business magazines are the 
third largest media in the adver- 
-tising industry, outranked only by 
newspapers and tv,” Mr. Harvey 
said. “This year,” he predicted, 
“$395,000,000 will be spent in busi- 


ness paper space. Since 1940 busi- 


ness paper advertising has in- 
creased 675%; advertising in all 
media 362%. 


= “Consumer sales and industrial 
sales are about equal at $152 bil- 
lion each,” he said. “But $4.6 bil- 
lion in advertising is spent to pro- 
duce consumer sales of $152 billion, 
or $1 of advertising for each $33 
sale. On the industrial advertising 
side each $1 in advertising helps 
produce $386 in sales, or a ratio of 
almost 12 to 1.” 

On the subject of pretesting in- 
dustrial advertising, Mr. Harvey 
outlined what F&S&R has done this 
year in pretesting ads for the 
elevator division of Westinghouse 
Electric Corp. 

As a result of that experience, 
he said, it was demonstrated that 
“on a $100,000 business paper cam- 
paign, $3,000 in pretesting can un- 
cover booby-traps and blind alleys 
of misunderstanding, lack of inter- 
est and unbelievability that can cut 
in half an ad’s readership and in- 
fluence. Put another way, by using 
the results of a $3,000 test you can 
possibly make $100,000 do the 
work of $200,000.” 


‘Strife’ Is Hurting 
Business Papers, 
Gerbic Tells ABC 


(Continued from Page 1) 
of newspaper circulation. 
5. Clarification of the meaning of 
bulk circulation—‘“Is it or isn’t it 
net paid circulation?” 


® At a division session after his 
address ABC’s advertiser members 
voted approval of all Mr. Gerbic’s 
points, including the one concern- 
ing business paper audits. 

In a similar meeting for business 
publication members, the question 
was raised as to what ABC is 
doing to provide complete audits of 
both paid and unpaid circulation. 
J. E. Blackbarn, McGraw-Hill 
Publishing Co., and ABC business 
paper director, answered that a 
new committee on business paper 
memberships has been formed and 
will study the problem. 

The farm publisher division of 
the Audit Bureau went on record 
as opposed to Mr. Gerbic’s idea 
of providing subscription renewal 
percentages. 


Tracy to McCann-Erickson 

John V. Tracy has joined the 
Cleveland office of McCann-Erick- 
son as an account executive and 
member of the plans review board. 
He formerly had been with Fuller 
& Smith & Ross since 1949. 


Black Rejoins Weiss & Geller 

Helen Black, formerly media di- 
rector of Albright Associates, 
New York, has rejoined Weiss & 
Geller, New York, as a media 
buyer. 


_ Last Minute News Flashes 
Sullivan, Stauffer Gets Part of Hudnut 


New York, Oct. 21—Sullivan, Stauffer, Colwell & Bayles has been) | 


/named by the Hudnut Sales division of Warner-Lambert Co. to handle 


,advertising of Hudnut beauty preparations, including Du Barry treat- ES 
| ment, makeup and hair products and Hudnut Light and Bright hair! © 


preparation. The account previously was handled by Al Paul Lefton| @ 


'Co., which got it last spring, lost it last month. Kenyon & Eckhardt 
manents. 


Purex Returns Bleach Account to Foote, Cone 


SoutH Gate, CAL., Oct. 21—Effective Jan. 1, Purex Corp. has re- 
turned to Foote, Cone & Belding, Los Angeles, the liquid bleach ac- 
count it transferred to McCann-Erickson last year (AA, May 31, ’54). 
FC&B is thus again handling all Purex bleaches as well as the com- 
pany’s two detergents, Trend and Liquid Trend. Purex’s Old Dutch 
Cleanser is handled by Weiss & Geller, Chicago. 


Burnett Signs Malitz to Head Pabst Account 


Cuicaco, Oct. 21—In an initial move in taking over the Pabst Blue 
Ribbon beer account, Leo Burnett Co. has appointed Lester Malitz 
v.p. and account supervisor. Mr. Malitz comes from Warwick & Legler, 
New York, where he has been v.p. and a director. He has worked on 
Blue Ribbon beer since 1942. 


Heinz Schedules Ad Drive tor 6 New Soups 


PITTSBURGH, Oct. 21—H. J. Heinz Co. will announce six new frozen 
soups with a series of newspaper pages starting Nov. 18, to be followed 
by radio and tv spots. The soups are cream of shrimp, oyster stew, sea 
food chowder, crab gumbo, clam chowder and vichyssoise. National 
distribution will begin in five or six months if response warrants. 


Five Are Named Converse Award Winners 


MONTICELLO, ILL., Oct. 21—The American Marketing Assn. today 
named five winners of the Paul D. Converse award at the University 
of Illinois biennial marketing symposium. The winners, whose names 
will be added to the university’s Marketing Hall of Fame, are Wroe 
Alderson, Alderson & Sessions, Philadelphia marketing consultant; 
Ewald T. Grether, dean, school of business administration, University 
of California; Rensis Likert, director, institute for social research, 
University of Michigan, and Edwin G. Nourse, formerly chairman of 
the President’s council of economic advisers, for a Brookings Institution 
study. Henry Schultz, formerly of the University of Chicago, who died 
in 1938, received a posthumous award. 


Mahoney Gets Regent Cigaret Account 


New York, Oct. 21—Advertising for Regent Cigarets, recently sold 
by Riggio Tobacco Corp. to Rembrandt International, is now being 
handled by David J. Mahoney Inc. The account was with L. H. Hart- 
man Co. Rembrandt is said to have set a $1,000,000 budget for Regent. 


Storm & Klein Explores Merger Possibilities 


New York, Oct. 21—Storm & Klein is exploring the possibility of 
a merger with another agency. Edward Klein, exec. v.p. and treasurer, 
told AA he has discussed the possibility with principals of several 
agencies but that nothing definite has been decided. 


Burnett Names Three; Other Late News 


® Leo Burnett Co. has named Len Matthews v.p. in charge of media, 
filling a slot which has been open since Art Porter left to take a 
similar position with J. Walter Thompson Co., New York (AA, Oct. 
11, 1954). Mr. Matthews was supervisor of the Toni business which 
Burnett recently lost. Seymour Banks has been appointed manager of 
media research & planning, and Tom Wright, formerly an account 
exec. for NBC, New York, has been named a media group supervisor. 


® Dugan Bros., New York area baker, has appointed Roy S. Durstine 
Inc. to handle advertising for its Roman Meal bread and Roman Meal 
Brown ’n Serve rolls. Reach, Yates & Mattoon, which will continue to 
handle institutional and other advertising for Dugan, is the previous 
agency. Durstine was appointed last week to handle the bakery division 
of Roman Meal Co., Tacoma. It has had the Roman Meal Cereal 
account since last December. 


66% of National's $6,000,000 Budget Goes 
to Newspapers, McNamara Tells Publishers 


Curcaco, Oct. 18—Of the esti- 
mated $6,000,000 that National Tea 
Co. will spend this year in adver- 
tising, about 66% will go into 
newspapers, Harley V. McNamara, 
president of National, told mem- 
bers of the Inland Daily Press 
Assn. yesterday at the 71st annual 
meeting here. 

Mr. McNamara patted newspa- 
pers on the back in his speech, 
“Nothing Sells Groceries Like 
Newspapers,” saying, “We have 
built our business with newspaper 
advertising.” 

He pointed out that in 1945 Na- 
tional was spending $500,000 in 
advertising and doing less than 
$100,000,000 in sales annually. Of 
the $500,000, only a small fraction 
went to newspapers. 


newspaper advertising in Chicago. 
In 1945, he said, most chains used 
six columns to one page a week. In 
the ten years since, chains have 
increased their linage to as much 
as 20 pages a week, following his 
own company’s lead, he said. 


® Also at the Inland Press meet- 
ing, new officers were elected for 
the coming year. Stewart Riley, 
publisher, Times-Mail, Bedford, 
Ind., was elected president. 

Lester A. Walker, publisher, 
Guide & Tribune, Fremont, Neb., 
was elected v.p. 

B. H. Ridder Jr., publisher of the 
Herald & News-Tribune, Duluth, 
Minn., retiring president of the as- 
sociation, was elected chairman of 
the board for a one-year term. 

Elected to serve three-year 
terms on the board of the directors 
were Loring Merwin, publisher, 
Pantagraph, Bloomington, IIL; 
Paul G. Norris Jr., publisher, 
Times-Republican, Marshalltown, 
Ia., and Norman D. Black Jr., pub- 
lisher, Forum, Fargo, N. Dak. 


® Since 1945, however, the com- 
pany has spent an average of 66% 
of its annual budget in newspapers 
and sales have increased to an es- 
timated $575,000,000 for this year. 
The president of National de- 
scribed the history of food chain 


continues to handle Richard Hudnut hair preparations and home per- 


REGINALD G. CAREY has been ap- 
pointed manager of the Chicago of- 
fice of Campbell-Ewald Co., suc- 
ceeding E. W. Clements, v.p., who 
will devote full time to supervising 
accounts. Mr. Carey has been an 
account supervisor in the agency’s 
Detroit office. 


FCC Proposes Full 
Hearings in NBC, 
Westinghouse Swap 


WASHINGTON, Oct. 18—The Fed- 
eral Communications Commission 
today notified NBC and Westing- 
house that their proposals to swap 
radio and tv properties in Phila- 
delphia and Cleveland probably 
cannot be approved without a full 
dress hearing. 

In its letters to the two compa- 
nies the commission said it wanted 
to know whether the swap would 
result in an illegal concentration 
of NBC power in a large portion 
of the Eastern Seaboard, and West- 
inghouse power along the southern 
shore of the Great Lakes. The 
commission said it also intends to 
determine whether NBC “used its 
power to grant or withhold net- 
work programs as an instrument 
to persuade Westinghouse to ac- 
cept the exchange.” 

Under the deal, Westinghouse 
would turn over WPTZ (TV) and 
radio station KYW, Philadelphia, 
to NBC. In exchange, it would get 
WTAM-am-fm and WNBK (TV), 
Cleveland, and $3,000,000. 


@ There have already been pro- 
tests from tv stations in widely 
scattered portions of the northeast 
states warning that NBC and 
Westinghouse will have dominant 
competitive situations in their re- 
spective coverage areas. 

Former chairman Rosel Hyde 
and commissioners John Doerfer 
and Robert E. Lee dissented and 
said they felt the applications 
should be approved without fur- 
ther discussion. 


Oklahoma City 
Dailies Publish 
Despite Walkout 


OKLAHOMA Clty, Oct. 20—The 
Oklahoma City Oklahoman and 
Times published full-size news- 
papers for the fourth straight day 
today despite a walkout, beginning 
Monday, of 140 members of a 
typographers union. 

“We plan to continue publishing 
daily just as we have in the past,” 
E. K. Gaylord, publisher, told AA 
today. He said about 75 non-union 
men have been hired to replace the 
strikers. He told AA that yester- 
day’s morning Oklahoman had 42 
pages and that the afternoon Times 
yesterday had 38 pages—slightly 
above average. 


JOHN HENEBERGH 


Las Vecas, Oct. 18—John Hene- 
bergh, 41, director of photography, 
Alex Struthers & Co. agency, died 
of a heart attack here Oct. 11. He 
was a native Nevadan but spent 
many years in motion picture pho- 


‘tography in Hollywood. He was a 
Marine veteran of World War II. 


Newsprint Price 
Rise of $5 a Ton 
Elicits Hue & Cry 


(Continued from Page 1) 
caused a great deal of agitation 
among newspaper publishers. 


® Cranston Williams, general man- 
ager of the ANPA, said yesterday 
that the association does not think 
the price increase “wise or justi- 
fied.”” He also expressed surprise 
“because several leading Canadian 
p~oducers have indicated they have 
not been considering an increase 
in price at this time.” 

If other producers make similar 
price boosts, he said, “it could 
mean an additional expense to U.S. 
publishers of more than $32,000,000 
annually.” 

At this writing, no other mill has 
raised its price. Spokesmen for 
most mills decline comment. But 
brokers and jobbers, while refus- 
ing to be quoted, have told AA that 
“it is unrealistic not to expect high- 
er newsprint prices.” 

U.S. newsprint consumption for 
the first nine months of 1955 has 
reached a new high. It is estimated 
by ANPA at 4,848,676 tons, com- 
pared with 4,497,507 tons for the 
same period of ’54 (an increase of 
7.8%). At the present rate of in- 
crease, U.S. 1955 newsprint con- 
sumption will exceed 6,600,000 tons 
compared with 6,162,761 tons for 
54. Publishers’ stocks dropped to 
33 days’ supply on Sept. 30, ’55, 
compared with 43 days’ supply 
Sept. 30, ’54. 


e As previously reported in AA, 
there has been a good deal of ac- 
tivity in so-called gray market op- 
erations, with buyers paying pre- 
miums of $40 or more a ton for 
newsprint (AA, July 11, Oct. 3, 
10). 

In Washington, the Justice De- 
partment said it has “a continuing 
interest” in the newsprint price sit- 
uation. 

A subcommittee of the House 
commerce committee, under the 
chairmanship of Rep. Arthur G. 
Klein (D., N.Y.) has been called 
for Nov. 1 to consider what to do 
about the “alarming threat. to 
American newspapers posed by in- 
creased newsprint prices.” 


® Rep. Emanuel Celler (D., N.Y.), 
chairman of the House judiciary 
committee, called the St. Lawrence 
price hike “outrageous” and said 
that in his opinion Canadian news- 
print mills are engaged in a dan- 
gerous cartel. Other members of 
he House have asked the State De- 
partment to protest to the Cana- 
dian government. 

The big three among the news- 
print mills—International Paper 
Co., Consolidated Paper Co. and 
Abitibi Power & Paper Co.—are 
sitting tight and saying nothing. If 
they do not advance their prices, 
St. Lawrence may be forced to 
rescind its increase. 

In Canada, Quebec Premier 
Maurice Duplessis warned news- 
print manufacturers that they are 
not the sole owners of Canadian 
forests and told them they “should 
play fair with other partners, the 
newspapers and consumers.” 


Henri, Hurst Names Fallon 


Henri, Hurst & McDonald, Chi- 
cago, has appointed Charles M. 
Fallon to its executive staff, to 
participate in the agency’s pro- 
gram of expansion and develop- 
ment of client services. He former- 
ly was with Fairchild Publications 
}as midwestern representative of 
Retailing Daily and prior to that 
was with the Chicago American 
and was assistant to the advertis- 
ing manager of Marshall Field & 
Co. 
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~ Jue ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline Wednesday noon 5 days 
preceding publication date. Display classified takes card rate of $15.50 per 


column inch. Regular card discounts, 


size and frequency, apply on display. 


HELP WANTED 


POSITIONS WANTED 


REASEARCH ASSOCIATE. Newspaper in| 
million-plus metropolitan market needs | 
associate market analyst. Ability to build) 
sales presentations to advertisers, familiari- 
ty with research techniques and consumer 
market data essential. Prefer college grad- 
uate 28-40 with media, agency or consum- 
er research experience. Location East 
North Central. Salary open. 

Box 7863, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ADY. SALES, CHICAGO. Leading ABC 
publ. exc. oppor. if you are on your way 
up, aggressive, able to work with min. 
supervision. Webster 9-5118. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha. 7-1991 Chicago 


Mag. reps. (Chic., Phila., Boston, L.A.) for 
N.Y. Sports & Vacation Show program. 
Also, sale of show exhibit space. Programs 
for other shows being planned. N.Y. Ex- 
positions, 551 5th Ave. 


MEDIA AND PRODUCTION EXPERT 
Man or woman for inland southern Cali- 
fornia Financial concern. Cost estimating, 
budget control; take finished copy, layout, 
buy art, type, cuts, schedule, place, follow 
thru completely. Confidence, ability, de- 
pendability, essential. Good salary, excel- 
lent future. Write Box 7860, ADVERTIS- 
ING AGE, 200 E. Illinois St., Chicago 11, 
Ill., full details, present salary, snapshot. 


ALL IS GRIST 
Tree T which comes to our mill. 


105 W. Adams St. 
ANdover 3-4424 Chicago 3, Ill. 


LAYOUT ARTIST 
work on exchange basis in north light 
space for free lance artist. Some finished 
work, small advertising agency, Chicago 
phone AN 3-3045. 


Space Salesman Wanted for midwestern 
territory. New electronic publication. Must 
have experience in this field. Salary and 
expenses. 
Box 7865, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
BARNARD’S - NATIONWIDE 
OFFICE AND PROFESSIONAL 
Investigate our free-lance service. 
Wa 2--2306 202 S. State St. Chicago 


Adv.-Solicitors for Intl. Directory of Arts 
1956/57. Excellent handbook. 

ATLANTIC Service 
136 Liberty (705) New York 6 


COPYWRITER 


Exciting opportunity for man 
with important training agency 
background and solid experience 
in the fields of sales promotion 
merchandising and business 
communications. 


Box 555 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


MARKET RESEARCH ANALYST 


This is a newly created position 
in Southern division of one of 
America’s most successful 
growth companies. Must have 
interest in marketing and re- 
search and a flair for creative 
interpretation. A real opportu- 
nity for a young man looking 
forward to taking on major re- 
sponsibilities. Salary is open. 
Please send complete résumé in 
confidence to Research Analyst, 
P.O. Box 1426, Houston 1, Texas. 


ARE YOU THIS 
ADV. MAN? 


He’s agency employed now— 
is a good avertising man—has 
a creative mind for develop- 
ing basic sales themes and 
likes to write the kind of 
imaginative copy that sparks 
them. He has had experience 
on the creative end of radio 
and TV. Overall, he is person- 
able, likes people and his hob- 
bies include fishing and the 
out-of-doors. To a young man 
(25-35) who fits these quali- 
fications we offer a real op- 
portunity, with salary com- 
mensurate to your experience. 
Ours is a_ well-established 
Midwest agency (not in 
Chicago) handling a number 
of substantial accounts. In- 
terested? Send resume of 


experience and availability— 
snapshot if possible. Replies 
confidential. Box 560, AD- 
VERTISING AGE, 200 E. Il- 
linois St., Chicago 11, Ill. 


MOTIVATION COUNSELLOR 
Can give you amazing step-up in buying 
action from ads & sales letters through 
newest tested “motivation” techniques. 
Now serving NYC agencies and manufac- 
turers. Fee basis. Free demonstration elim- 
inates risk. 

Box 7859, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


CREATIVE ART DIRECTOR, self-starter. 
Layout, art production. 11 years experi- 
ence (industrial). Midwest or South. 
Agency preferred. Box 7858, ADVERTIS- 
ING AGE 200 E. Illinois St., Chicago 11. 


GRAD ENGINEER - EXPERIENCED 
INDUSTRIAL ADVERT MAN 
Have created, written, roughed-out, pro- 
duced ads, sales lit, direct mail, house 
organs, new releases, tech feature arti- 
cles, exhibits. Know art, photo, trade tpa- 
per media, production. Have sold budgets, 
then lived within. Planned campaigns, 
then followed thru. Strong experience in 
chem, food & allied processing, power 
plants, steel, oil refining, maintenance 
equip plus less strong, but good, exp. in 
OEM, farm, foundry, const & contracting, 
pulp & paper. Now employed. Good rea- 
son for change. Teamwork man. Age: Mid 
30’s. Salary: low 5-figs depend on oppor- 
tunity, challenge, living costs. Location 
not import. Family. Only 3 jobs in last 
10 yrs, looking for permanent connection 
with agency on indust accts or with mfr. 

For resume and details, write 
Box 7836, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


ATTENTION: Progressive Small Agency! 
Free executives for expansion activities! 
Release radio-TV copywriting and time 
buying details to experienced, efficient 
assistant with thorough understanding of 
agency operation. Wherever you are, let’s 
join forces for mutual progress. 

Box 7862, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


LADY WITH A PAST! 
(and a very good one) would like to 
match it with an equally successful future 
by joining advertising staff of Metropoli- 
tan daily or national magazine. This young 
lady has an enviable record for securing 
results in her field, that of selling space; 
both national and local. Can you use her 
services? 
Box 7861, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


Ad Agency Comptroller Off. Mgr., 36, pre- 
pare, analyze P/L, Balance Sheets, Client 
Costs, Budgets, Forecasts, Systems; Per- 
sonnel Supervision. For accurate complete 
financial management in your agency, 
write: Box 7864, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


MERCHANDISING 
SALES PROM. MGR. 


Now with nat’l manufacturer. Products best 
sellers food hswres fields. Train & supervise 
all company & wholesalers men in use & 
romotion of point-of-sale advertising. Have 
nstinctive grasp of sales problems. Strong on 
prod, development, point-of-sale, copy, con- 
tacts & research. ollege grad, 33, seek 
sonia with progressive manuf. of consumer 


Box 559 ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y. 


Sales-Minded 
ADVERTISING MAN 


Want more sales in '567 Here’s a man who 
can plan and produce your advertising, widen 
your distribution through promotion and use 
merchandising to make ‘em buy. H bi 


REPRESENTATIVES WANTED } 


ADVERTISING REPRESENTATIVE 
WANTED 
Old, established trade book publisher with 
vigorous, young management needs an 
equally energetic g>ace salesman for the 
Ohio, Western Pa. area. 
Our present rep. is retiring after 25 fruit- 
ful years in the territory. This is a fine 
opportunity, with three very productive, 
full-service magazines to sell. 
Good home office promotion backing. Ex- 
cellent base plus graduaitng bonus ar- 
rangement. Resume to 
Box 7842, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


MISCELLANEOUS 


Wanted man to share office with two 
other men, both in advertising sales. Ex- 
cellent location and reasonable rent. 
CE 6-8963, Chicago 

10 E. Erie, Chicago - approx. 600 sq, ft. 
One private office, Pullman kitchen. Suit- 
able agency. Write Mr. Askounis, 7 E. 
Huron St., Chicago 11, Ill. 

PETER FRIES, JR. 
REGISTERED PATENT ATTORNEY 
Patents Designs Copyrights 
209 Madison Ave., N.Y.C.17 OX 717-1970 


MIDWEST SPACE 
SALES REPRESENTATIVE 
with one or two magazines to act as 
affiliate of Eastern Representative 
on high grade trade and consumer 
publications. 


Box 561 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


PUBLIC RELATIONS 


Excellent opening in major PR agency for 
man with these qualifications: Industrial 
PR and product publicity background for 
national accounts; excellent newswriter; 
ability to create ideas; skill at dealing 
with press & clients. Submit full résumé, 
state salary. Our staff knows of this ad. 


Box 562 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


EDITOR 
Leading monthly trade publication 
has immediate opening for managing 
editor. Knowledge of Paper Industry 
desirable but not requisite. Must be 
able to handle make up and layout. 
Salary commensurate with ability. 
Write in confidence to 

Box 564 ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


SR. COPYWRITER 
14,000 


Solid ehee in consumer and industrial 
ability to write for all media, 
Including collateral material. Splendid op- 
—T ty with growing Midwest Ag e 
or other advertising ngs— 
tact in con ce 
EORGE E. PYLKAS 
ve Advertising 


Wabash Emp! t Agency 
a mploymen: e: 
202 So. State, Chicago 4, Wa 2-5020 


wea! 


Fine, Fast, Fairly Priced Photography 


ics 


phetegraphers 
DEARBORN 2-1062 
167 N. LASALLE, CHICAGO 2, ILLINOIS 


COMMERCIAL 
INDUSTRIAL 


PUBLICITY 
CONVENTION 


his ten year agency background with creative 

ability, common sense and hard work. Can 

‘© it alone or as your capable assistant. Look- 

ng for career job. Start $7500. N. Y. C. area. 

rite for details. 
Box 557 ADVERTISING AGE 

480 Lexington Ave. New York 17, N. Y. 


“Our 45th Year” 


A.E. White goods, $15,000 


Refrigerator, range or laundry equip. 
experience nec. For top agency. 

ADV. MGR.., Tex., Dir. Mail 310,000 
ACCT. EXEC. Borax furn. $ 9,000 


GLADER CORPORATION 
“The Agency’s Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


ONE MAN BAND 
WRITER-PRODUCTION MAN 


One who has mastered all phases 
thru own successful small 
agency, needed as lieutenant in 
charge of getting things done in 
large, exciting Chicago opera- 
tion. Merchandising and sales 
promotion experience must be 
substantial. Send full résumé to 
Box 556, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


Available @et-¢st———__ 
TOP LEVEL ADVERTISING & 
MERCHANDISING EXECUTIVE 


Can offer long record of achieve- 
ment as Adve: & Merchandis- 
Director for multi-million dollar 
Tr. with budgets to $1,800,000 an- 
nually, plus agency creative contact 
eo on qgeminest label ¢eeds—— 
i?) 


assure ability and coor 
heavy promotion schedule with broad 


experience in producing copy f 
media. Strong on 

ages. t 
can work effectively for any con- 
sumer product. Intimate knowledge 
of mershandising and P.O.P. sources 
& production methods will save em- 
ployer many dollars in needless ex- 
perimentation. Desire position with 
aggressive Mfr. or agency with sal- 


ary range $12,000 to $15,000. Age 36. 


family, will relocate an ere that 
presents opportuni 
from Advertising Age Oct. 3, 1955 


Package Designers Reelect 


Frank Gianninoto has been re- 
elected president of the Package 
Designers Council, New York. Oth- 
er reelected officers are Gerald 
Stahl, v.p.; Karl Fink, secretary, 
and George Reiner, treasurer. All 
head New York design companies 
bearing their names. 


Cowles to Marsteller, Rickard 


Arthur W. Cowles, formerly v.p. 
and account executive with Henri, 
Hurst & McDonald, Chicago, has 
been named to a similar position 
at Marsteller, Rickard, Gebhardt 
& Reed, Chicago. 


The Midwest's 
outstanding placement 
service for Adv. - Art & 

allied fields. 


By appointment only 
59 E. MADISON + SUITE 1417 
CEntral 6-5670 a 


Placement 
Counselors 


ADVERTISING COPYWRITER 


We are offering an extraordinary opportunity 
for a zouns man (age 25 to 35) who can 
write hard-selling durable goods copy for a 
fast-growing m um-size vertising agency. 
He should have an uncommon talent for ‘‘see- 
ing through’’ a client's problem ey and 

roviding an imaginative, intelligent solution 


fit 
personal data experience and earni reco 
Box $66 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


ADVERTISING PERSONNEL 


Employer—Employee 
Investigate 
our active confidential service 
Betty Clem 
DRAKE PERSONNEL, INC. 
220 S. State © HArrison 7-8600 © Chicago, III. 


TV ADVERTISING MANAGER 
Long-established midwest TV manufac- 
turer offers excellent growth opportunity 
to young advertising man 30 to 40 with 
executive ability. Must have ad depart- 
ment or agency experience, write good 
copy, work well with dealers. Send full 
history, references, photo, salary. All re- 
plies confidential of course. 

Box 563 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


DOUG SMITH, INC. 


A complete service 


who has werked in all the jobs himself 
for ever 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 


of Ad men, for Ad men... by an Ad mes 


AGENCY EXECUTIVE 


I am looking for a successful ad- 
vertising executive to help me 
carry on this well known, medium 
size Chicago agency. The man I 
ho to find must have proved 
sales and creative ability. We seek 
expansion. Now have excellent 
staff—art, production, account exs, 
etc. Planned retirement of princi- 
pal prompts my wanting another 
able executive on our team. Don’t 
apply unless you can write su- 
perior copy and help present 
agency service. 


Box 565 ADVERTISING AGE 
200 B. Illinois St. Chicago 11, II. 


aight If you can 
meet these 
requirements 
phone 
.., Miss Irma Corbett 
ed RAndolph 6-1076 
Fancy . c/o Duggan + Phelps 
and arrange for a 
meeting with 
Frank Duggan 


DUGGAN + PHELPS ADVERTISING 
307 N. Michigan Avenve, Chicago 1, Illinais 


a 


ASSISTANT 
ADVERTISING MAN 


Excellent opportunity for man 
28-35 in an expanding New 
Jersey company to fill newly 


created position of Assistant 
Advertising Manager. College 


education desirable. Minimum 
of three years experience in 
advertising 
required. Salary open. Please 
send resume to Box 558, AD- 
VERTISING AGE, 480 Lex- 
ington Ave., N. Y. 17, N. Y. 


pharmaceutical 


= ae ae a 


TRICOLOR—Economy of effort in 
achieving a Parisian atmosphere 
won top honors for this Halle Bros. 
department store ad in the compe- 
tition sponsored by the Cleveland 
Art Directors organization. 


Halle Bros. Ad 
Tops Cleveland 
Art Directors’ Show 


(Continued from Page 3) 


directions and disciplines that will 
restore harmony to our visual sur- 
roundings,” Mr. Lionni said. 

As a program highlight, Mr. 
Lionni was handed the gold and 
ebony T-square, an award previ- 
ously voted by the National So- 
ciety of Art Directors in naming 
Mr. Lionni “art director of the 
year.” 

Discussing current trends in ad- 
vertising art, Mr. Lionni depiored 
the “visual chaos” in magazines, 
stores, along highways and on tele- 
vision screens. He said a loss of 
“historical continuity” is causing 
the clutter. 


® “Yet our American culture is 
the natural outgrowth of western 
civilization,” Mr. Lionni said. “Our 
mythology, our ethics, our aesthe- 
tics are the results of a 5,000-year 
development.” 

Winning first awards for the de- 
sign of complete units were the 
following art directors, listed with 
their affiliations: 


Consumer magazine: Tom Shem, Do- 
beckmun Co. 

Industrial magazine: Clark L. Robinson, 
Fuller & Smith & Ross; Diamond Alkali 
Co. 

General newspaper. Larry Gray, Lang, 
Fisher & Stashower; TV Station WXEL. 

Retail newspaper: Mrs. Gaul. 

Trade publications, consumer: Mr. Rob- 
inson, F&S&R. 

Trade publications, industrial and color: 
Mr. Shem, Dobeckmun. 

Trade publications, industrial and black- 
and-white: Mr. Shem, Dobeckmun. 

Small ads (magazine or newspaper): 
Clark Maddock, McCann-Erickson; Per- 
fection Industries. 

Booklets: Mr. Robinson, F&S&R; Alu- 
minum Co. of America. 

Direct mail: Alan Lefkort, material for 
the 1954 Cleveland Art Directors compe- 
tition. 

House organs and company magazines: 
Mr. Shem, Dobeckmun. 

Posters and car cards: Jean Colvin, Ohio 
Bell Telephone Co. 

Letterheads, package design, trade- 
marks: Martin J. Cohn, Lou Federman 
Associates; dedication of Suburban Tem- 
ple. 

Winners in advertising art: 

Magazines, color, consumer: Mr. Robin- 
son, F&S&R; Diamond Alkali. 

Magazines, color, industrial: Mr. Robin- 
son, F&S&R; ALCOA. 

Magazines, black and white, consumer 
or industrial: Mr. Robinson, F&S&R; 
ALCOA. 

Newspapers, general: Mr. Maddock, Mc- 
Cann-Erickson; Cleveland Electric Illumi- 
nating Co. 

Newspapers, retail: Mrs. Gaul. 

Trade publications, consumer: 
Lind, McCann-Erickson, National City 
Bank; industrial—Arch Lipp, Basic Re- 
fractories Inc. 

Trade publications, product illustrations: 
Mr. Lozier for Westinghouse Electric Mfg. 


David 


| Co. 


Booklets, direct mail, house organs: 
Mrs. Gaul for Halle Bros. Co. 

Humorous illustration: Carol Sweeney, 
Ohio Bell. 

Posters, car cards: Morris Wittenberg, 
WTAM and WNBK-TV. 


Television: Eugene Shimp, Viking Air 
Conditioning Co. 
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Advertising Age, October 24, 1955 


Offset Personnel Turnover by Putting 


‘Brand Strategy’ on Paper: Fleming 


(Continued from Page 2) 
areas of opportunity. 

Into the final area—the long- 
term strategy—goes the determi- 
nation of what areas of opportu- 
nity are to be exploited after the 
short-term strategy—the setting of 
Sales goals, market share and 
franchise targets, and the areas 
where testing can be done to de- 
termine if exploiting special op- 
portunities will be resultful. 


® For the agency, the advantages 
of the Brand Strategy are: A 
clear reference book for the copy 
department, a clear chart of pri- 
mary and secondary markets for 
the media department, a chance to 
develop promotions that fit not 
only markets but distribution out- 
lets for the merchandising depart- 
ment, and a comprehensive picture 
of both your problems and op- 
portunities for the research depart- 
ment. 

Further, it is of great help with 
new personnel, in bringing them 
up to date on the product, its 
problems, opportunities and objec- 
tives. Finally, it is a good reference 
point to check recommendations 
against. 

From the client’s viewpoint, it 
sets a course of operation on 
which he has agreed with the 
agency. It tends to keep advertis- 
ing plans on course and to pre- 
vent sudden shifts of advertising 
strategy because a competitor has 
altered his. It puts in one place all 
the relevant facts and thinking, 
so that the answers to questions 
are available on both ends of the 
telephone wire. 


ws David P. Crane, v.p. in charge 
of media for Benton & Bowles, told 
the assembled account men that 
service departments in agencies 
look to them for leadership and a 
feeling of partnership. He urged 
that account men pull, not push, 
for better service from agency de- 
partments. And he warned them 
of “boondoggling...for example, 
you want three different media 
plans, and this is just bound to im- 
press hell out of the client, you 
think. 

“Somehow I doubt that. There 


|must be a best plan, and the time 
of the service department will be 
better used—and the client’s time 
too—if we work out one darned 
good plan and propose that one.” 


a Herbert M. Cleave, v.p. of Gen- 
eral Foods’ Baker-Gaines division, 
told the admen that 14 account su- 
pervisors and executives working 
on GF accounts had come up with 
five principles on which they 
agreed: They think the company 
wants them to be (1) partners, not 
hucksters; (2) creative executives, 
not creative geniuses; (3) states- 
men, not politicians; (4) sieves, 
not funnels, and (5) salesmen, not 
order takers. 

In checking these points with 
General Foods people and with as- 
sociates in the Grocery Manufac- 
turers’ Assn., Mr. Cleaves worked 
up a number of mild rejoinders 
from the client side of the fence. 

While the clients want their 
agency people to be partners and 
understand the client problems, 
they are aware that “a little 
knowledge is a dangerous thing.” 
Their general feeling is that agen- 
cy men will have to work harder 
and longer to understand their 
business problems than many of 
them do. 

The client men tend to agree 
that they like creative executives, 
but they object that with the fre- 
quency contact men are shifted on 
accounts, they frequently haven’t 
the time to pick up the background 
they need to be of assistance. And, 
naturally, they would like trained 
account men, but they would rath- 
er they were trained on someone 
else’s account. 

They think the statesmanlike ap- 
proach is fine but feel that avoid- 
ing the expedient may not always 
be the right tactic. They want, 
agency men to recognize that 
changes are inevitable, and they 
want them to make the changes in 
time. 


Joseph Forest Joins Esty 

Joseph Forest has joined William 
Esty Co., New York, as executive 
producer in the tv commercial de- 
partment. He was formerly v.p. and 
\creative director of Transfilm Inc. 
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advertising consultant, has joined 
Topics Publishing Co., New York, 
as regional sales manager of Drug 
Trade News and Food Field Re- 
porter. He will share responsibil- 
ities for the eastern territory with 
William F. Dietz and Robert B. 
|Sartorius. Mr. Lersch succeeds 
David Phillips, who has resigned 


MACARONI 
QUEEN—Sophia 
Loren, Italian 
movie siren, is 


Queen of Na-| to take charge of a family business 
tional Macare-| enterprise. 
ni Week, Oct. 


20-29, accord- 
ing to the Na- 
tional Macaro- 
ni Institute. 
“Join Sophia 
and expand 
your volume 
and profits by 
tying into the 
week,” the in- 
stitute urges 
food retailers. 


Marie does it 
FASTER... 


complete mailings, multl- 
graphing, mimeograph- 
ing, addressing, fill-in on 
multigraphed letters, 
planographing. 

Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush ick-up, 

uick service and fast elivery 

Glin WAbash 2-8655. 


‘Confidential’ Gets 
OK to Mail Issues 


from Post Office 


(Continued from Page 2) 


full authority to delay delivery of 
any periodical that it wishes to 
examine. 


a In its complaint Confidential 
argued that the department has no 
right to issue any instruction with- 
out a finding outlining the fea- 
tures it objects to. When called into 
federal court, the government con- 
ceded that the instruction could be 
regarded as arbitrary, but it in- 
sisted the pre-publication review 
offer was made to save Confiden- 
tial from inconvenience that would 
result if the magazines were held 
up by the Post Office and found 
to be unmailable. 

One of the unusual results of the 
Oct. 7 meeting, according to Post 
Office lawyers, was an order by 
Judge Youngdahl that the depart- 
|ment should not refuse to deliver 
|Confidential unless it obtains an 
order from his court to sustain its 
findings. 


® Ordinarily, the department de- 
cides on the basis of an administra- 
tive hearing whether or not it 
will consider a particular periodi- 
cal mailable. The burden of seek- 
ing relief in court then rests on the 
mailer rather than the department. 

Since the Post Office has an- 
nounced that it considers Confi- 
dential mailable, this new inter- 
pretation of postal procedure by 
Judge Youngdahl apparently will 
not be tested at this time. 


Agency Names Howells V. P. 

J. Harvey Howells, formerly ad- 
vertising manager of the Lever di- 
vision of Lever Bros. Co. and ad- 
vertising manager of the grocery 
division of Standard Brands, has 
been named v.p. in charge of agen- 
cy operations by Bermingham, 
Castleman & Pierce, New York. 
Herbert T. Lorentzen, a v.p. of the 
agency, has been a member of the 
company’s staff since 1948. 


Bender to Manage ‘Sellorama’ 

Robert Bender, formerly adver- 
tising manager of American Fam- 
ily, has been appointed general 
manager of Sellorama Services, 
New York. Sellorama is a new 
exhibition service designed for 
sales and trade association meet- 
ings. It brings together in an ex- 
hibit suppliers of marketing aids. 


‘Toronto Star’ Offers Color 
The Toronto Star is offering 


in any unit measuring 1,000 lines 
or better. Premium for 1,000 lines 
will be $500; for more than 1,000 
lines, $750. Color is available Mon- 
day through Saturday, with Thurs- 
day at publisher’s option. 


r.o.p. color (black and one color) 


Lersch to Topics Publishing 


| Peter Lersch, formerly a partner 
‘in Malcher-Lersch Co., Chicago, 
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Harvard BUSINESS REVIEW 


benefit its advertisers ? 


The Harvard BUSINESS REVIEW reader is in a frame 

of mind to make or change policies. He is in the mood to act — 
and to act on advertising that appears before him in 

Harvard BUSINESS REVIEW. 


Your advertising benefits from the well over 
one hundred instances each year when leading 
publications in special fields of business 

and industry here and abroad quote and reprint 
material from Harvard BUSINESS REVIEW. 


ATTENTION 


Your advertising benefits from the overwhelming 
response to individual articles in Harvard 
BUSINESS REVIEW as evidenced by the 
astounding sale of reprints. 


INTEREST 


Your advertising benefits through the expanding 
circulation achieved when copies are passed 

on to associates, placed in reference files, turned 
to time and again for concrete business information. 


ACTION 


Advertisers’ dollars buy more — in the quality of the audience, 
in the receptivity of the audience — when they buy space in 
Harvard BUSINESS REVIEW. 


reach the. top — advertise in 


Harvard BUSINESS REVIEW 


for the whole story, write today for free booklet, 
“SUMMING UP...” 
40 East 49th Street, New York 17, N. Y. 


Soldiers Field, Boston 63, Mass. 
120 S. LaSalle Street, Chicago 3, IIl. 


@ 3257 West Sixth Street, Los Angeles 5, Cal. 
GUARANTEED NET PAID CIRCULATION — 45,000 
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There is an assumption in the advertising world that all the 
brass hats, and all of their influential, highly-paid assist- 
ants... in all of our major American cities . . . commute 
to work. And that these buyers of our better-grade com- 
modities read the morning papers on the way. 


That may be true in large metropolitan rail-centers like 
New York with its millions of commuters, or Chicago with 
its hundreds of thousands, or Philadelphia . .. but Detroit 
is different! 


DETROIT IS THE MOTOR CITY 


Detroit has practically no regular commuting 
trains; no subways. Its street railway and bus system does 
not extend into the suburbs, where most executives live. 
So 99 out of 100 Detroit Industrial Executives must drive 
to their widely-scattered plants and production centers 
in their own cars. And they can’t read while they drive! 


That is essentially why Detroit is an EVENING news- 
paper market ... the leading HOME-DELIVERED 
evening newspaper market on the North American 
continent. And The Detroit NEWS is its Number One 


newspaper. 


et ET I aS OF Rca LS REE 4 rs an ON EF ene RIS SE ON a yf 
‘ . aor 


Between 6 A.M. and 8:30 A.M. Detroit’s DRIVING to Work! 


in Detroit's wealthiest suburban areas, The Detroit NEWS 
has by far the greatest coverage of all Detroit news- 
papers. Among Detroit’s industrial department heads, 
66% take The NEWS at home, compared to 40% for 
the morning paper. 


THE NEWS IS FIRST 


. .. first in trading area circulation, in total circula- 
tion, and in practically every advertising classification 
... even in those commodities and services appealing to 
men in the higher-income brackets, usually dominated by 
morning newspapers in other cities. And, compared to 
morning newspaper linage leadership in commuting 
centers, The Detroit NEWS carries 51% of the TOTAL 
linage while the morning newspaper carries 24%! 


Detroit IS different . . . as different as day and night . . . from 
other metropolitan areas. In Detroit, 8,000 exclusive carriers 
deliver the NEWS daily to homes where the first opportunity 
to read any newspaper is in the EVENING. 


lorgest Weekday and Sunday Circulation 
of All Michigan Newspopers 


Weekday. . .456,189 Sunday. . . 563,038 
ABC 3/31/55 


The Detroit News 


THE HOME NEWSPAPER 


Eastern Office: 1108. 42nd $t., New York 17 @ Miami Beach, Florida: The Leonard Ce., 311 Lincoln Read 
Chicago Office: 435 N. Michigan Ave., Tribune Tower, Chicago, Ill, © Pacific Coast; 785 Market Street, Sen Prencisce, Calf. 
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